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PANELS THAT GIVE 
OTHER GOODS 
A CHANCE 


Kraeuter display panels are designed 








in compact form to help you in your 


display problem. 


Hinged from your shelving, or on 














posts, they need not take up one inch 


of usable shelf room, and yet— 


Your customer can see every number 





. . sales are increased .. . system , 
as well as profit is put into the hand- 
ling of Kraeuter Pliers and Tools... 


and the cost is nominal. 


Kraeuter quality goods are an asset 


to any store. 


**Ask Any Mechanic” 





Panel N Y C 26 


Well balanced assortment 
of 40 chisels, punches 
and drills. Size of Panel 
10” wide x 36” high and 
lacquered a brilliant 
orange. 


Price $14.17 net includ- 
ing Panel. 








Panel N Y P 26 


This panel has a fast- 
selling assortment of 20 
Kraeuter Pliers. The 
Panels are 10” wide x 
36” high and are lac- 
quered a brilliant orange. 


Price $18.78 net includ- 


ing Panel. 
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LAMSON 
cap screws. . 
are of Lamson 
quality... 


Cap screws of all standard 
commercial types in a full list of 
sizes, S.A.E. and U.S.S. threads, 
are now an important part of the 
Lamson line. All of the resources 
of the great Lamson & Sessions 
organization — all of the engi- 
neering experience and plant 
utilities of the several factories 
recently merged with Lamson 
—have contributed to making 
this newest addition to the line 
of Lamson bolt and nut products 
sustain the reputation of this 
company for setting the highest 
standards of quality. 

The most modern machinery 
and heat treating equipment 
available today is in use. Accu- 
racy and tensile strength are kept 
uniform by rigid and continuous 
You 


typical Lamson quality in the 


inspection. can expect 


new Lamson line of cap screws. 
THE 
LAMSON & SESSIONS CO. 


General Offices 
Cleveland, Ohio 
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me 
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LAMSON 


& SESSIONS CO. 


CLEVELAND, OHIO 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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To. Help 
You Sell 


Pexto has always 
maintained an  ade- 
quate policy of helping 
the hardware man sell 

Pexto tools. Every line— 
from hammers on down 
through all the tools—is 
backed up by a smart array 
of booklets; folders, display 
cards, display stands—silent 
salesmen for each product. 


And all this material is 
“store tested” to prove its 
efficiency in moving goods. 
It is proven promotion be- 
fore it is sent to you. 


Many display stands are 
furnished to which the ac- 
tual merchandise is fastened 
so that the customer may 
handle it—may “heft” the 
tool and judge of its bal- 
ance. This is the kind of 
display that moves tools off 
shelves. 









ANN 





THE NAME 
PEXTO—AND 
WHAT IT MEANS 


For over 110 years, the name Pexto has stood for honest 
tools. 

Careful workmanship, coupled with materials selected not 
on price but on the basis of the wear they will give—have 
combined to build up an enviable reputation in the in- 
dustry. 

Pexto tools are distinctly not “cheap” tools—neither are 
they expensive. They are designed to meet a special mar- 
ket that demands merchandise of honest quality at prices it 
can afford to pay—and of all the markets this is the great- 
est and the most profitable to cultivate. 

Behind Pexto tools is a nation-wide service organization 
of fine wholesalers. They carry Pexto in stock always and 
can give immediate shipment. 

Send for catalogue No. 26-T covering complete line of 
mechanics hand tools, if you haven’t a copy already. 








Wammers 


Braces 
Pruning Shears 


THE PECK, STOW & WILCOX CO. 


Wrenches 


—_ Southington, Conn. , 
— US.A. eG Re 


Tools 


IT PAYS TO CONCENTRATE—ON PEXTO 
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RUNNING VVATER! 


For Country and Suburban Homes, Farms, Country Estates, 
Public and Private Buildings and Institutions. 


In times of deluge prepare for drouth. Many who have failed to do this are now suffering through water 
shortage. Myers Self-Oiling Deep Well Power Pumps and Water Systems are being called into service to 
relieve this condition. New wells are being drilled or dug. Old wells are being forced deeper. Myers Self- 
Oiling Power Pumps are ideal for installations of this kind. They meet depth, motive and volume specifica- 


tions up to ten thousand gallons of water per hour. 












is wide. The installation is simple. 
is dependable. 


3 
E 
o 
« 
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Engine or motor power. Flat belt, V-belt or silent chain drive. Open or 
pressure tank service, direct or long distance discharge. Complete units with 
motor or engine. Separate units for any type of motor or engine. The selection 


The operation is economical. The service 


If you are not in position to give your customers prompt water equipment 
service, write or wire us for catalog and prices. 


THE F. E. MYERS & BRO. CO. 
ASHLAND, OHIO 


PUMPS—WATER SYSTEMS 
HAY TOOLS—DOOR HANGERS 




















i 
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Showing How Easily Vial Cases Are Inserted 











Style 55E 


To Tell Him Means to Sell Him 


When you show a mechanic an EMPIRE LEVEL—tell him 
about the Patented Interchangeable Vial Case Feature. 





This feature sells the Empire Level because it is so practical. 
Should a user break a level glass, replacement is easy. Simply 
loosen two screws (as shown above) take out the case and 
insert a new Empire Vial Case. Either glass can be adjusted 
or removed independent of the other. 


Besides this exclusive feature, Empire Levels are light, well 
balanced, and absolutely accurate. They are advertised in the 
leading trade publications and dealers get the benefit from our 


advertising. 


Be ready to supply them. You cannot handle a more satis- 
factory line of levels. 


Send for catalog and prices. 


— EMPIRE 


Leading 


a LEVEL MFG. CO. 


Milwaukee, Wis. 





Empire 
Style 26E Aluminum Torpedo 
Level 
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THEY READ MORE 





=A FILE FOR 
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IN THE FALL «« 


HE light of an electric read- 

ing lamp is more friendly to 

advertising than the twilight of 
a long summer day. 


Your customers will do more 
reading in the Fall. 


And read Nicholson File Com- 
pany advertising. For, with the 
approach of shorter days, this 
national advertising swings into 
its annual Fall Campaign. 


Coverage is complete, includ- 
ing the Saturday Evening Post, 
Collier’s, Newspapers, Trade, 
Semi-Technical and Industrial 
Magazines. 


From now until Christmas, 
there will be a steadily increas- 
ing demand for files stamped 
with the Nicholson Brand. 


OL 
we 
U.S.A. 


(TRADE MARK) 





EVERY PURPOSE 
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TO PLEASE THE BUYER 


AND TO YIELD 
A GOOD PROFIT 
TO YOU 








IT WILL pay you to be the first in your territory 
to lay in a complete stock of these new Sargent 
door handles. Let your customers see them all. 
The great variety of design gives a wide choice to 
meet the tastes of nearly every one. @ These 
latest Sargent offerings are all of cast white 
bronze metal in the very popular Sargent hand- 
forged iron finish. The rustless, long-wearing 
qualities of Sargent Hardware of this class are well 
known and well proved by time. e Moderately 
priced, these new designs have an immediate 
appeal. And your profit from the sale of each 
makes it worth your while to put real sales effort 
behind them. Sargent & Company, New Haven, 
Connecticut; in New York City — Builders’ Hard- 
ware Division and Showroom at 295 Madison 
Ave., Warehouse at 94 Centre St.; in Chicago— 
150 North Wacker Drive (at Randolph). 


mG 
© & 








ARGENT 


LOCKS AND HARDWARE 





34) 
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Drop ast 
| -----another reason why 


TRIMO is an exceptionally 
good pipe wrench 



















| sigue out to your next pipe wrench 
customer that the handle of an all-steel 


TRIMO wrench is drop forged, not a casting. 


It would be a little less expensive to make 
the handle of cast iron—but it would also 
be a little easier to break that handle, if 
we did. 


No pains are spared at the TRIMO factory 
in making TRIMO the strongest and safest 
of pipe wrenches. The drop forged handle 
is simply another reason why TRIMO is 
the best wrench for your customers to buy. 


TRIMO TRIMO 


Pipe Wrench 
Made by Trimont Mfg. Co., Inc., Roxbury (Boston), Mass. 
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REAL 


COUNTER DISPLAY 





that will make 
extra sales for you 


Tuis handsome night latch display 
board will increase your business on 
night latches. It shows the complete 
range of Ilco Locks and permits the 
customer to select easily the correct 
lock for his individual requirements. 
Write for prices on the IIco line. Our 
proposition will enable you to secure 
this attractive display. 





SPECIFICATIONS OF ILCO NIGHT LATCHES 


No. 206—A small size five pin tumbler latch, 2%” x 344” No. 205—Disc tumbler cylinder latch, standard size, 242” 
“he a x 356” x 1”. Brass bolt. 


No. 202—The same latch as No. 201 with Ilco patented 


No. 201—A standard five pin tumbler rim latch, 2/2” x feature allowing bolt to be dead locked from 
352” x 1” with a 234” backset. outside by extra turn of key. 

No. 201—Bronze. Especially adaptable for exposure to No. 215—Ilco’s new giant bolt latch. A little larger than 
severe weather, all parts bronze. a regular latch. Real security and fine ap- 





pearance. Bronze cylinder. 
No. 213—IIco’s new giant rim dead bolt lock. A lock Other lico Rim Latches: 


Display rotates on swivel of the very highest quality. Extra heavy solid 
at canoe ote of Roscoe brass bolt—7” = Po i be fiends back. No. 2114—Same size latch as No. 201 with five pin 
by simply turning it him- Bronze cylinder. tumbler cylinder mounted on latch. Espe- 


oy om oA ior cially adaptable for wire partitions and gates. 
tifully finished wood. n No 


attractive accessory for . 209—Small size latch, iron case, disc tumbler cyl- No. 208—A square bolt spring latch for overhead slid- 
any hardware store. inder. ing doors. 
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Clinton Hardware Company, Clintonville, Tenn., Duluth Equipped— 


to Sell the MODERN Way 


UCCESSFUL merchants are making more money 

not alone on what people come into their store 
to buy but on the extra things they buy after they get 
inside. It isn’t high pressure sales talk that does it— 
just the modern method of letting their customers sell 
themselves. 


People BUY What They Can SEE—and Handle. 
Merchandise hidden away has no sales value but mer- 
chandise—-YOUR merchandise will have unlimited 
sales possibilities if you will openly display it and have 
it plainly priced. Then, customers coming into your 
store to buy one article and seeing others attractively 
displayed and plainly priced BUY MORE than they 
originally intended. This is Modern Merchandising. 


Duluth Modern Merchandising Equipment will 
openly display your merchandise. It will put your mer- 
chandise right out in the open where people can SEE 
it and BUY it. 


Sell the MODERN Way 


a 
Let Your 
Customers 


BUY! 


“Duluth” thinks in terms of profits to the retailer 
and Duluth Equipment has been designed and built 
with only that thought in mind. It is built up to a 
standard of merchandising efficiency—not down to a 
price. 


Give your customers a chance to BUY. Let them 
SELL themselves. This is the sure way to increase 
your profits. Use Duluth Modern Merchandising 
Methods to put your business on a more profitable 
basis. Duluth has successfully helped thousands of 
merchants to increase their sales and profits and what 


Duluth has done for others—Duluth will do for YOU. 


Get this New Booklet. It’s FREE! 


It contains interesting information on what Saunders Norvell 
found when he visted a Modern Retail Store. It will help you 
decide what it is necessary for you.to do to get your business 
to yield the largest possible profit. 


DULUTH SHOW CASE COMPANY 


DULUTH 


There is still room left in the" Duluth Organization for a few high class 
salesmen. Only men with a record of performance are invited to reply. 


MINN. 





Return this coupon 


TODAY! 


DULUTH SHOW CASE COMPANY 
Duluth, Minn. 


Please send me your new booklet, “‘A Modern Retail Store.” I understand 
this does not obligate me in any way. 


SE EE 6 od vin cide 5.0 0's00% ob. coma > CON MRWESNES ce SSC eCe RCS ESOEs Wosbee es 
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REGULAR TRADE 
ONLY 


ITTSBURGH FENCE is sold only through 

the regular channels of distribution. Every 
precaution is taken to keep it from getting into 
the hands of the price pirates of irregular 
competition. 

Its high quality, too, keeps it out of the cheap 
competition class. Pittsburgh Hinge Joint and 
Stiff-Stay Fences are made of full gauge wires, 
heavily armored against rust by a perfectly 
bonded coating of zinc. Pittsburgh Fence always 
has the full number of strands correctly spaced. 
Pittsburgh Fence is never “skimped”. It is easy 
to point out to your customers the superiority 
of Pittsburgh Fence over the fences of question- 
able quality offered at cut prices. 

Moreover, Pittsburgh Fences are nationally 
advertised. 

You can get entirely away from cheap compe- 
tition by stocking Pittsburgh Fence, a fast- 
moving item of definite, known high quality. 
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Pittsburgh Fences 


ne st | 
; — —s +47 f i, 
(| New York Chicago Detroit San Francisco 












Pittsburgh Memphis Dallas Syracuse 





(Pittsburgh Steel Co) 
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Union Hardware Chisels 
are made in patterns 


and sizes for every re- 


quirement. 


All the same dependa- 
ble quality. 


De be be be De De De be be De De De De be be be De De be be be be be De De be be be be bb bb 





What customers get OUT of chisels depends 
upon what goes INTO them. 


We use only the best tool steel obtainable, 
in the manufacture of UNION Hardware 
Chisels. They cut smoothly and hold their 
edge. To insure the greatest strength and 
rigidity, we make the Blade and Socket in 
ONE SOLID PIECE OF STEEL. No weak- 
ness or imperfections as in the old method 
of welding. 


Handles are made of seasoned White 
Hickory, carefully turned and fitted secure- 
ly with heavy caps of good, live leather. 
Nicely finished. 


The reasonable price at which these chisels 
are sold is helping many Dealers to sell two 
or three chisels where they formerly sold 
but one. 


Ask your Jobber to supply you. 

If he cannot—uwurite to us and we 

will refer you to the nearest Job- 
ber who will. 


Send for 
Latest Catalog 


HARDWARE COMPANY 


Reg. U. S. Pat. Off. 





Torrington, Conn., U. S. A. 
New York Office: 151 Chambers Street 
Established 1854 Incorporated 1864 


A Chisel Is No Better Than Its Blade 
Union Hardware Chisels Have Good Blades 
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THERE IS A SPECIAL EGRY SYSTEM FOR HARDWARE DEALERS 





TO THE HARDWARE DEALER 
WHO REALIZES THAT NET PROFITS ARE ALL-IMPORTANT 


Modern business conditions demand that you cut costs, eliminate waste and, above all, exer- 
cise close control over every business transaction—if you are to succeed! We have a System, 
specially designed for your business, that stops leaks and gives you finger-tip control over 
sales and stock records, over every operation. An Egry System in your business will more 
than simply pay for itself—it definitely and measurably adds dollars to your profit account. 
May we send you a detailed explanation, without obligation of course? Write for it today. 


THE EG === COMPANY, DAYTON, OHIO 


Makers of the world’s finest recording Register—the EGRY COM-PAK 








Ee 
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| and 
Seven 
Turn- 


overs 
a Year 





Interior view of the store of the Farmers’ Co-Operative Store Co., at New 
Lexington, Ohio. R. V. Diller, manager, wrote the letter quoted below. 


NKNOWN brands may seem to offer a wider margin of 

profit, but experience shows that real profits — the profits 

from volume sales — come from selling articles which the 
public knows, wants, and buys with confidence. 

Convincing evidence of the truth of the above statement is afforded 
by the experience of the Farmers’ Co-Operative Store Co., of New 
Lexington, Ohio (Population 3,157). 

A recent letter states: ‘Our annual turnover average since Feb- 
ruary 4, 1925, date of original investment of $194.27 in P&L prod- 
ucts, to date, is seven plus . . . turnovers have been as high as eight 
in one year... had a splendid six months business (June 1930), - 
principally on ‘‘61’’ Quick Drying Varnish, Clear Gloss, Dull and 
Colors.’’ The rate of turnover is significant, as the store policy since 
1929 has been ‘“Terms Cash.”’ 

Business like this may be yours. Write for the whole story — let us 
tell you all the advantages of a P & L dealership. 


PRATT & LAMBERT-INC., Varnish, Enamel & Lacquer Makers, 114 Tonawanda 
Street, Buffalo, N. Y. In Canada, 20 Courtwright Street, Bridgeburg, Ontario 


PRATT & LAMBERT VARNISH PRODUCTS 
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Bet Screws 

Cap Screws 
Baw Serews 
Thumb Screws 
Hand Rail Screws 


Gpecial Automatic Screws 
Machine Preducts 


Steve Bolts 

Tire Bolts 

Agricultural Belts 

Bink Bolts 

Hanger Bolts 

Machine Screw Nuts 
Bteve and Tire Bolt Nuts 
Semi-Finished Nuts 


Plamber’s Chain 
Register Chain 
Sefety Chain 
Furnace Chain 
Ladder Chain 
Sash Chain 
Escutcheon Pins 
Speedometers 


CORBIN 














Jack Chain UNIFORM QUALITY and ADEQUATE STOCK 


The CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


Warchouses—New York, Chicago, Philadelphia 
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NEW BRITAIN, CONN. 


Western Factory—Dayton, Ohie 











Nowatoco 


Scythook 


Not a scythe and snath. Not a grass hook. Half 
way between. A scythook. 


PRICE: Twice a grass hook—half a scythe and 
snath. Handle—41% feet long. Blade—18 inches 
long. 


Little Giant Weed Cutter 


The LITTLE GIANT is a weed cutter, not a weed gatherer that you 
spend half your time shaking weeds out of it. 





It is all alone in a class by itself. 


BLADE—Cutlery steel, 11” long, 2” wide, oil tempered and detachable. 
SHANK—T steel, strong, eliminating all quivering. 
HANDLE—Second growth ash, 28” long. 


NORTH WAYNE TOOL CO. 
OAKLAND, MAINE 


EARLE 






Little Giant 
Weed Cutter 







| Little Giant 
| Long Handle 
| Grass Hook 


Prevents Backaches 








A useful tool for parks, 
cemeteries, golf grounds. 
etc. 





Regular Little Giant 
blade, 1214 inches long. 







Pressed steel shank and 
straight, wood handle, 
3% feet long. 














GENERAL SALES OFFICE: 
BLDG.,- 6331-6351 TIREMAN AVE. 
DETROIT, MICH. 
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Empire New Process 
Bolt being tested 
for tensile strength 


on testing machine. 


NY bolt maker can produce a single bolt that 
will show 80,000 to 100,000 Ibs. tensile strength 


on test... and even make bolts with threads 





to match those of a hardened and ground gauge. 


@ But the trick is to do it day after day, year after year, million 


lit-lammuilllitelar 


® That is the particular virtue of the EMPIRE New Process Bolt 


RUSSELL, BURDSALL & WARD BOLT AND NUT COMPANY 


ROCK FALLS, ILL. 2 @) 4 Gn | to ee ee CORAOPOLIS, PA. 
PHILADELPHIA ; CHICAGO DETROIT : SAN FRANCISCO 2 LOS ANGELES - SEATTLE : (10) 206-4. 18) 
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to Stock 
SWW’s 


Here is a saw with a widely established 


reputation ... a reputation for easing the 


task of the man behind it . . . for cutting the 
time on the job . . . for unusually long service 
because of its exceptional edge holding ability. 


Capitalize on a line that insures rapid turnover and 
a satisfactory profit. . .. Stock the SWW line of saws, 
chisels, adze, etc.— it is sound judgment. 


List and discounts are waiting for 
you. . . . Write to Dayton today. 





WORDEN WHITE C 


OFFICE 


-_ DAYTON, OHIO 
Factories at DAYTON -BUFFALO-CLEVELAND-BELOIT 
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SHELBY CLOSET HANGER BAR 


This bar is designed to be used as. a hanger bar for closets. Ideal for home, schoolhouses, hotels, 
apartments—any place where clothes are to be hung. 

This bar is nickel plated on brass, is rustproof, and is furnished in six sizes—from 18” to 48” 
regularly and can be furnished in special lengths up to six feet. It is easy to install. Rod is 34” 
brass, steel lined, making it extra strong and rigid. Owing to type of ends, bar can be used for 
one inch longer space than size given, i.e., a 24” bar can be used in a 25” space. Bars are easily cut 
with a hack saw for odd lengths. 

DESCRIPTION: Rod 34” brass, steel lined. Ends: Diameter base 174”. Length: 114”. All 


sizes packed 1/3 doz. in a carton complete with screws. 


Manufactured by 


THE SHELBY SPRING HINGE COMPANY, Shelby, Ohio 


Coast Representative: Pond Hdwe. Specialty Co., Los Angeles, Calif. 


This is the latest specialty to a long and varied list of Builders’ Hardware that has upheld the name of “SHELBY” 
throughout the hardware trade. The list includes checking floor hinges, single and double acting. Write for Catalog 
No. 28, special for Architects, for a complete description of these or Catalog No. 29 which covers “SHELBY’S Com- 
plete Line’’. 
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Quality Plus Advertising 
Sells this Fence for You 


First, of course, is quality—value that has been recognized for 
many years as the best possible investment for fence dollars. 
Farmers prefer American Steel and Wire Company Zinc-Insulated 
Fences and steel posts because of their longer life and greater 
economy. 

Second, is the national advertising back of the fence—dealing 
directly with the farmers problems, it points straight to your 
store and makes it fence headquarters in your community. 

So—if you are not handling Zinc Insulated Fencing or our Steel 
Fence Posts—write today for full details. A real profit opportunity £ 
awaits you. 











Zinc Insulated Fences 
Steel Fence Posts 
American Steel Gates 
Protector Poultry Fence 
Union Lock Poultry Fence 
Banner Poultry Fences 
Poultry Netting 
Nails, Staples, Barbed Wire 
Wire of all kinds 
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UBSIDIARY = = 7 CORPORATION 
208 S. La Salle Street, Chicago —RURSNAESCA UNITED STATES STEEL" — 30 Chirch Street, New York 
Other Sales Offices: Atlanta Baltimore Birmingham Boston Buffalo Cincinnati Cleveland Dallas 


Denver Detroit Kansas City Memphis Milwaukee Us Minneapolis-St. Paul Oklahoma City Philadelphia 








Pittsburgh Salt Lake City St. Louis Wilkes-Barre Worcester 


Paoifie Coast Distributors; Columbia Steel Company, Export Distributors: United States Steel Products Co., 
San Francisco Los Angeles Portland Seattle Honolulu 30 Church St., New York City 
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To ALLITH Dealers 
An Appreciation 


Your patronage has put ALLITH first 
among the manufacturers of door hardware. 


You know good hardware. You've tried 
several makes, paid different prices and now 
you stock only ALLITH. You have given 
us the strongest vote of confidence we could 
hope for. You have said, in effect, “no 
matter how good other hardware may be, 
only ALLITH is like ALLITH” . . . and 


you've “said it with orders.” 


You’ve enabled us to make a superior prod- 
uct—to select only the finest raw materials, 
employ only the best engineers, the most 
skilled workmen. And we thank you for it. 


We have a mutual obligation—we to supply 
you with only dependable hardware, you 
to see that your customer gets the most 
value for his money. 


How well we have lived up to that obliga- 
tion may be seen from the increased orders 
both of us have enjoyed. 


You may depend on the name of ALLITH 
to continue to pioneer exceptionally good 
hardware; to be your certain guarantee of 
good merchandise. 


ALLITH-PROUTY COMPANY 


DANVILLE ILLINOIS 


Allith 


Manufacturers of 


Airport, Garage, Industrial and Fire Door Hardware 




















You Can Sell This Reliable 
Padlock for $1.00 





#04204-1/3 
CAST BRONZE PADLOCK 


Here is a lock that you can offer to satisfy the demand for 
,a good reliable padlock to cost”a dollar. 


2” cast bronze case with secure lever mechanism. 


The shackle is of steel, case hardened to resist attack. 
It is finished in black nickel to protect against moisture 
and to present a pleasing appearance. 


A high grade lock, attractively priced. 


The Eagle Quality Line 
Night Latches Cabinet Locks Front Door Sets 
Padlocks Trunk Locks Store Door Sets 
Wood Screws Stove Bolts 


ELE FBGK. CO, 





== 26 Warren Street -- New York —— 
Bronch Offices: 
521 Commerce St. 177-(99N.FranklinSt. 4 Bedford St 
Philodelphia, Pa. Chicogo, Ill. Boston, Mas 


Works et Terryville, Conn. 
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PENNSYLVANIA 









The famous 


Junior 
Ball Bearing 


PENNSYLVANIA 


Quality 
for long-run economy 


One of the new low- 
priced PRIMOS 
Mowers. Style W, 
Ball Bearing — 10” 

Wheels 


(PENNSYLVANIA -built) 


for Extra Value at Lower Price 


This fall, we move to Primos, a 
suburb of Philadelphia, where our big 
new plant is all ready to take care of 
the constantly increasing demand for 
PENNSYLVANIA Quality Mowers 
and for the low-priced line of 


PRIMOS Mowers. 


Since this moving will naturally 
affect our factory routine to some ex- 
tent, we suggest that you place your 
PENNSYLVANIA and PRIMOS 
orders with your jobber NOW so as 
to avoid any possibility of delay in 
shipment. 


PENNSYLVANIA LAWN MOWER WORKS 
1615-35 North 23rd Street 


Philadelphia, Pa. 











3 PREDOMINATING 
FEATURES 





1—Lasting Qualities 


2—Attractive Colors 


Ford Coupes 
Sedans 


Buick Coupes 
Sedans 

Yellow Cabs 
Dump Trucks 


Stake Trucks 
Wreckers 


Mack Models 
Moving Van 
Fire Engine 
Wagons 
Threshers 
Games 


McCormick- 
Deering 
Tractors 


Gang Plow 
Trailers 


Caterpillar Tractors 
Road Rollers 


Gas Pumps 
Airplanes 
Busses 


Garden Sets 


Doll Houses 
Doll Furniture 


Tree Holders 
Banks 


3—Display Effectiveness 


If you will display Arcade 
Toys you can sell them easily. 
It is just a matter of bringing 
them to the attention of those 
of your customers who are 
young parents, grandparents or 
uncles. 


Highly colored toys that 
look as much like the real prod- 
ucts they represent as do the 
Arcade line will naturally draw 
attention. 


" What’s more, the strength 
with which they are made, the 
label that marks them as a na- 
tionally advertised brand, and 
the ability “they have of with- 
standing rough usage by chil- 
dren assures the selling quali- 
ties of these toys. 


It is time now to plan your 
Christmas orders. 


ARCADE: TAYS 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 


BRANCH OFFICES: 


New York 
200 Fifth Ave. 


Chicago 
553 W. Randolph St. 


REPRESENTATIVES: 
J. T. Rowntree, Ine 
Dallas San Francisco Portland 
D. D. Otstott, Ine, Los Angeles Seattle 
Santa Fe Bldg. Salt Lake City Denver 
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ingerprints 


written in Flake Graphite 
for more than 100 years 


This is the identifying mark of 
Dixon’s Graphite. The combina- 
tion, Dixon’s and Graphite, have 
been synonymous all over the world 
for more than 100 years. 


And, another word that is closely 
linked with these two is—lubrica- 
tion. These three are inseparably 
linked in the minds of thousands of 
mechanics, maintenance men, and 
engineers, for unquestionably 
Dixon’s Flake Graphite has its place 
in every well planned scheme of 
lubrication, and as an auxiliary 
lubricant with oils and greases it is 
generally recognized as benefiting 
the base lubricant. 


If you have never ‘had the how, 
where, and why of Dixon’s Flake 
Graphite lubrication explained to 
you, write for it today. Or, better 
still, send us an outline of your 
lubricant sales problems and we'll 
tell you how Dixon’s can help you. 


Joseph. Dixon Crucible Company 


Jersey City OK New Jersey 
Established 1827 


























This Is the Floor Check that 


Put the 


‘OH! How easy” 
"OPEN 


‘SH! How quiet” 
" SHUT 











Rixson Junior 
Double Acting Floor Check 


All who are familiar with Rixson Floor 
Checks readily grant that they set a standard 
for door controls. The “Junior,” most pop- 
ularly priced of the Rixson family—for most 
general use on light interior doors. every- 
where—delivers the same standard per- 
formance: Positive silent closing in one 
swing without subsequent vibrations — a 
yielding readiness in opening, without a 
sense of strain. 








Or write for full catalog information 


THE OSCAR C. RIXSON COMPANY 


4450 Carroll Avenue Chicago, Illinois 
New York Office: 101 Park Ave., New York City 
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Builders’ Hardware 
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(Gray 


BLOOD’S BUSH HOOKS 





W. C. KELLY “PERFECT” 


DITCH-BANK BLADE 


A fast cutting tool for Under-brush and Weeds 
For clearing Ditch banks and Railroad Right-of-way; trimming Trees, cutting Hedges, etc. 


mmennccinmmiementieimaeinuicenlta 











Full polished, surface etched 
No. 35—3]4 Ib. blade. Length of blade 21 in. Cutting edge, 19 in. Length over all 70 in. 
Weight, handled, approx. 414 lbs. 
Packed 1 doz. in a crate; weight, approx. 70 lbs. 


KELLY AXE & TOOL WORKS 
OF 


THE AMERICAN FORK & HOE CO. 
CHARLESTON, W. VA. 
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* @e User Protectep—every Atkins 
product has the maker’s name 
clearly etched on the blade and isa 
positive guarantee of satisfaction. 


Ie 73 Years ExPerrENCE—as manufac- 
turers of high quality saws. 
2¢Tue Best MatTerRIaAL— SILVER 
Streetz, Atkins’ exclusive formula 
3° Unitrorm TemMPeR—no soft or hard 
spots, hold their tension. 
4ePrerrect Workmansuip—the best 
brains, skill and money can produce. 
&e ExciusiveE Features—in both de- 
sign and finish are exclusive with 


9 eSreapy Demanp—resale value of 
Atkins Saws is greater than just 
ordinary saws. 

10¢Distrrvtion—Service Plants: 
Atlanta, Chicago, Memphis, New 
Orleans, New York, Portland, 


ATKINS 





Atkins. Seattle, San Francisco, Vancouver, 
Ge Errictency—cuts faster because of . B. C., and Paris, France. 

sharp, correct shaped teeth and FA M O U Ss Ss E LL I N G Factorres— Machine Knife, Lan- 

grinding. caster, N. Y.; Grinding Wheel, De- 
‘7° Lona Lastinc—SILver Steet lasts R E A S O N S troit, Mich.; Cantol Waz, Blooming- 


ton, Ind.; Canadian, Hamilton, Ont. 


longer than ordinary saw steel. 


FOR THOSE WHO SELL 


ATKINS PRODUCTS 
No. 401 Sr: SHIP POINT 


Rapid Turn-over—The hard- 
ware merchant who sells Atkins 
















Sirver Steet Saws and Tools 
makes a rapid turn-over and a 
legitimate profit on every sale—a 
profit he deserves. Every Atkins 
Saw and Tool is manufactured to 
the highest degree of efficiency, 
not down to a lowly price basis. 


The No. 401 Ship Point— 
Made of genuine Atkins SILver 
Steet, Straight Back, taper 
ground, with beautiful mirror at 
polish. Has Atkins Improved 
Perfection Pattern Handle 
of solid rosewood, piano finish, 
that prevents wrist strain. E. AND 

Can be had in regular pattern. Cc Tk | COMPANY 


For skew back regular and ship 


pattern specify The **400.” INDIANAPOLIS, U. 8S. A. 
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E chain store is not 
the only enemy of the 
legitimate independent 
merchant—the gyp man- 
ufacturer is even a 
greater menace. True, 

the chain could not be as serious a 
competitor without the help of a 
certain class of manufacturing pi- 
rates, who are playing the role of 
Dr. Jekyll and Mr. Hyde to perfec- 
tion, but many of these same fel- 
lows work in other directions also. 

It is not alone in the breaking- 
down of their legitimate retail out- 
lets, through selling identical goods 
to the chains, that these manufac- 
turers shine—they are so hungry 
for business that they completely 
forget their morals, if they ever 
had any, and descend to the lowest 
levels of the meanest gyp by offer- 
ing their goods direct to the alley- 
rat, who does not even know what 
it is to live and let live—whose sole 
thought is to stab legitimate trade 
in the back in order that he may 
get his. 

I know it to be a fact that there 
are manufacturers who are operat- 
ing two distinct branches in their 
sales organizations—one . branch 
consists of high quality salesmen 
who are calling on the jobber—as- 
suring him of support and cooper- 
ation—loading his shelves with as 
much merchandise as he can be in- 
duced to buy—while. the other 
branch consists of the smart-Aleck, 
buttonholing type of pest, who is 
so often seen calling on the retail 
trade. 

If these latter salesmen were in- 
structed to sell the retailer at legiti- 
mate resale prices, allowing a 
proper differential to protect the 
jobber, the situation would cer- 
tainly be bad enough, as it would 
then simply be a case of selling the 
jobber, then selling the jobber’s 
customer—but, in all too many cases 
we find them selling the retailer at 


uy Not 
LAY FAIR? 


By E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Manufacturing Co., 
Norwalk, Conn. 


Editor’s Note: These articles by Mr. Gallaher, a recognized authority 
in matters pertaining to the Economics of Business—represent his own 
unbiased opinion of the subjects treated. 

HARDWARE AGE holds no brief for or against the opinions ex- 
pressed, which are presented by Mr. Gallaher as his voluntary contribu- 


tion to the Hardware Industry. 


Both the Author and HARDWARE AGE will, however, welcome 
any comments from our readers or suggestions of subjects for Mr. 


Gallaner to discuss in future articles. 


full jobber’s prices and even mak- 
ing concessions on quantities and 
delivery, which the high-toned end 
of their sales department would 
consider unethical when dealing 
with the jobber, because “all job- 
bers must surely be treated alike.” 

But this is not the end of their 
iniquitous methods, for after load- 
ing the retailer, they cut the 
ground from under his feet also by 
selling direct to the meanest trade 
of all—the alley-rat, who literally 
does business in a cellar or hole in 
the wall—has little overhead to 
bother him—works his entire fam- 
ily, and depends 100 per cent on 
price to attract business—makes no 
attempt at all to give quality or 
value. With these gyps the legiti- 
mate retailer stands no chance at 
all, if they are able to get identical, 
quality merchandise and sell it at 
ruinous prices. 

Just as the jobber and retailer 
have been playing into the hands of 
the chain by stocking identical mer- 
chandise which is being sold by 
them at cut prices, in the very same 
manner are they cutting their own 
throats by stocking goods which 
are being offered and pushed by the 
alley-rat. 

I have never been able to under- 
stand the mental make-up of a high- 
class merchant who is willing to tol- 
erate and submit to such injustice. 

Is it possible he is not aware of 
what is taking place under his very 


nose? Doesn’t he care? Has he 
no pride in maintaining a clean 
stock, free from these gyp items? 

Doesn’t he realize the value of main- 
taining a tone to his establishment? 

It seems a crime to go into a fine 
plant, full of valuable, high-class 
goods of advertised, known values, 
and find, sprinkled among such 
items, inferior or shoddy merchan- 
dise, or, in some cases, fairly good 
items, the values of which have 
been ruined by the bastard policy 
of unethical manufacturers. 

_I sometimes wonder whether the 
merchant does not know that. in- 
variably a customer will instinc- 
tively appraise the class of goods 
on display and almost instantly 
form a mental picture of the tone 
of the store. Such appraisals are 
the determining factor as_ to 
whether your customer will ap- 
proach you with confidence or with 
lack of confidence—they determine 
whether he will buy quality or 
price. 

When a customer enters and finds 
gyp items mixed with high-class 
goods he is at once mentally con- 
fused—what kind of a store is this, 
anyway? 

Let the gyp and the alley-rat sell 
all the shoddy items and goods that 
are doubtfully merchandised—you 
don’t want them; even though we 
admit there is a place in the sun 
for such goods. 

(Continued on page 65) 
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This is Osborn 
Wall Paint 
Brush 435. 
Made in five 
sizes: 3” to 5” 
wide. 
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Fig. 6—Showing how panels can be formed of molding above the fixtures to make the interior of the store more 
attractive at small expense. 


LANNING 


A Hardware 


Store for 


PROFIT 


By JOHN H. GANZER 


The first chapter of this series of articles by Mr. Gatizer appeared 
in the June 5th issue of Hardware Age, the second in the July 3rd 
issue, the third appeared August 7th. This is the fourth installment. 


Interior Color Scheme for the Store 


FTER getting the store properly planned with 
reference to the arrangement of the fixtures, 
there are still the walls, ceiling and floor 
which must be properly treated to give the 

store interior a harmonious and pleasing appearance. 

Speaking generally, light colors are best. Light 
colors give the store a tone of cheerfulness and a 
cheerful customer will always buy more readily than 
a grouch. 

Starting with the ceiling, pure white is hard to 
beat, although a little ivory shade may be added to 
advantage if the store is large and roomy and well 
lighted. 

The walls should be a little darker than the ceiling. 
A cream, a light buff or even some shades of green 


can be used here. In using green, great care must 
be taken to get the right shade, as no color is so hard 
to get to look right as green. Some shades of green 
are beautiful for this purpose, but others will kill the 
entire appearance of the store interior. 

The fixtures should then be still darker and the 
floor darkest of all unless it is decided to use a floor 
that will contrast with the fixtures. A very good floor 
1s the tile-effect linoleum, using light and dark tiles in 
the mottled effect. 

The wall space above the fixtures in some stores 
with high ceilings presents quite a problem. If left 
clear it looks rather cold and empty and reflects a 
cold atmosphere in the store. A very easy way to 

(Continued on page 76) 
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Only Four Months Left in 1930 


By SAUNDERS NORVELL 


ACATION time is over. We have passed 
Labor Day. Now suppose we all go to 
work in earnest. A good many of us have 
just been dilly dallying most of this year. 
Four months left! 
* * * 


Several jobbers have visited us from the drought 
district. The worst of the drought was pretty well 
concentrated in certain sections. Many parts of the 
country have not been affected at all. One caller, a 
jobber from the Pacific Coast, stated that hardware 
prospects out there are quite good. The Pacific Coast 
had its drought last year. This year, so he reported, 
crops are in very good condition. 

In some lines retailers were overstocked on ac- 
count of last year’s drought, but they have been buy- 
ing carefully and conservatively and these overstocks 
are being worked out. This Pacific Coast jobber was 
quite cheerful and optimistic. 

* * * 


In the drought section there is, of course, the prob- 
lem now not only of sales, but more especially credits. 
The condition of accounts is now being carefully 
scanned in the credit departments, and enthusiastic 
salesmen, in the case of many dealers, are being held 
in check. 

* * * 

One visiting jobber showed us his statement as of 
July 1, 1980. The drought caught him with very large 
“receivables.” Talking over his business, our sug- 
gestion was that he put the best and most energetic 
talent in his business to work on collections. The 
selling end of this particular business was very good, 
but it is quite evident from their statement that the 
credit and collection end has not been energetically 
administered. 

Of course drought conditions will be used by many 
dealers as an excuse not to pay anything on their ac- 
counts, when if they made the proper effort, even if 
they could not pay in full, they at least could pay in 
part. The trouble is when such conditions exist most 
people become somewhat panicstricken, and hold on 
to all of their cash for fear that conditions may be- 
come worse. No doubt dealers in drought sections 
will find making collections hard, but just because 
the job is hard is no reason why collections should 
not be given close attention. This doesn’t mean that 
they should be arbitrary or hard on their customers, 
but it does mean that when intelligent and thoughtful 
work is done, either in collecting or selling, better 
results can be obtained. 

Now the trouble with this jobber who showed us 
such large receivables is the fact that even before 
the drought, when he could have collected, his collec- 
tion department was lax. It was easier to go out and 


borrow money than it was to take the trouble to col- 
lect the accounts. It doesn’t pay to have a good- 
natured, easy-going, rather lazy man in the credit 
and collection department. 

* * * 


The panic of last fall, followed by these drought 
conditions, simply emphasizes the lesson that old 
timers have learned, and this lesson is that a wise 
man prepares for a rainy day. Nothing new or start- 
ling about this statement! We are reminded again of 
the fable of the grasshopper. The sunny days of 
summer will not always last. The first strong frost 
comes, and Mr. Grasshopper, who has not looked to 
the future, is pinched. 

* * * 

Way back in Bible days, when we read the story 
of Joseph and his brethren, we find there were seven 
good years and then seven bad years. The exact time 
of the good and bad years may vary, but as long as 
human nature is what it iS, we are sure to have these 
ups and downs in business. Human nature changes 
very little through the ages. In good times many 
people, like the grasshopper, feel that the good times 
will last forever. The wise man, in his personal af- 
fairs, and the wise merchant should try to live well 
within his income and steadily and regularly build 
up a surplus. Of course this can’t be done when our 
families and our businesses are being run on an ex- 
travagant scale. Everything must be paid for! In 
the long run in this world we do not get anything for 
nothing. Our extravagant times of today must be 
paid for in trouble and worry tomorrow. One trouble 
with a good many small businesses is that the heads 
of, these small enterprises try to live on the same 
scale as the heads of very large and profitable busi- 
nesses. This is especially true of many retail con- 
cerns. It is simply impossible for a small retail busi- 
ness to stand the strain of the heavy expense account 
that is loaded on this business. 

These are unpleasant facts to face, but it is better 
to face disagreeable facts early and get the affairs of 
the family or the business in shape to stand occasional 
bad times than it is to soar aloft among the clouds 
and be brought down in full flight. 

% * * 

Peace of mind is a very valuable thing. Often and 
often I have wondered when I have seen men splurg- 
ing, going into debt, spending more money than they 
can afford, how they can derive pleasure from their 
extravagances when the extravagances cost them their 
peace of mind. Nothing new about this either! In 
the Good Book we read that a simple meal eaten in 
peace is worth more than a banquet in turmoil—or 
words to that effect. 

All this is just the experience of the ages, but the 
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mass of people never seem to learn. They never think 
about saving until there is nothing in the pocketbook 
and the creditor is at the door. 

* * *& 


If it were not for these periods of depression where 
would we land? We would all become so puffed up 
and have such bad cases of “big head” that we would 
be unbearable. One advantage of the break in the 
stock market last fall was in the fact it led to a very 
largely increased sale of smaller sized hats. 

* %* * 

Recently, just for fun, I wrote an article about hav- 
ing a tooth pulled. I read this article to one of my 
associates and he remarked: The readers of the 
HARDWARE AGE will certainly think you have run 
out of ideas.” Another associate said: “What has 
tooth pulling to do with the hardware business?” I 
was advised to write another article, but just in a 
spirit of perversity I sent the article along, and very 
much to my surprise it was published. 

* * * 


Now what are the results? 

I received more friendly and amusing letters on 
the subject of teeth and tooth pulling than I have 
ever gotten from any article I have written for a long 
time. There is one hardware man out West with 
whom I don’t think I have ever made:a hit. -I sized 
it up, not that he disliked me, but that he was simply 
indifferent. To my way of thinking, that is a worse 
condition of all. I prefer active hostility to indiffer- 
ence. From time to time I have met this hardware 
man and have attempted to interest him. I have al- 
ways failed. But now he writes me a delightful let- 
ter on the subject of pulling teeth. He tells me my 
article struck a responsive chord with him because 
he has to have all of his teeth gone over at an early 
date. He has been dreading the ordeal. He has been 
putting it off. He has a touch of rheumatism, but 
after reading my article about what a delightful thing 
it is to have a tooth pulled in the modern way, he has 
lost his terrors and proposes to take time off and get 
his teeth into shape. He even asked the name of my 
dentist here in New York, and I had to laugh when I 
wrote in reply and told him the truth. My dentist’s 
name is Payne. Doesn’t that jar you? It is just like 
a hardware and lumber concern up near Larchmont 
with the interesting name of Locke and Kaye. 


* * * 


I have a letter here from an old friend of mine, 
Mr. Von Noland with Rudge & Guenzel Company, 
Lincoln, Neb. Mr. Noland traveled for me when I was 
a hardware jobber. I am going to reproduce this 
letter in full as it goes to show how an article about 
pulling teeth can be used to sell golf clubs. Here 
is Mr. Noland’s letter: 

“T read your article on the tooth extraction, and 
it was quite amusing as it is only a short time pos- 
sibly before I have to go through the same ordeal. 
I can certainly sympathize with you. I sit at my 
desk day in and day out perspiring and regretting 
that it is necessary to go through this torture, but it 
has got to come sooner or later. 

“I want to tell you I capitalized on this article, and 


no doubt you wonder how anyone could capitalize on 
an article explaining the situation in a dentist’s office. 
I have four dentist friends, out of school for four or 
five years, who come into our store quite often and 
I am quite friendly with them, so as soon as I read 
your article I clipped it from the magazine, put it in 
an envelope and mailed it to them saying if they 
would read this article it would be some benefit as to 
how to manage their offices and put them in better 
financial condition to buy a more attractive line of 
golf clubs. 

“Yesterday in came the four dentists with their 
wives, thanking me for mailing this article. After 
kidding around for quite a while they stated they 
had all read the article and were now ready to buy 
the golf clubs. When they left the store we found 
we had sold a nice assortment of golf clubs, a few 
balls and an $8.50 sweater, and we want to thank 
you for your assistance in helping us make the sale of 
this merchandise. After they purchased these clubs 
they invited me to play golf at the Shrine Country 
Club. I am a Shriner, but have never joined this 
club as I belong to the Country Club, and play golf 
there. I may find it necessary after going out there 
that the buying of these clubs only induced me to 
come out and help pay for them, but my golf game 
has been unusually good this year and they may find 
they have bumped up against the wrong party. Such 
is life and we take it as it comes. 

“You may want to know how business is out in this 
country. The eastern part of Nebraska was burned 
by a hot wind, but the western and central parts are 
elegant, clear to Colorado and into Colorado, also up 
to Wyoming and the Dakota line, and down as far as 
the Kansas line. July was an unusually good month, 
but August has simply been awful. The average for 
the year has been an average that we would have in 
possibly 1908 or 1909, it is not as bad as painted, and 
we hope it will recuperate in the very near future. 
However, we do not expect business to ever get back 
to where it was during the war. 

“T trust this will find you in good health, and that 
it will not be necessary for you to pay any more visits 
to the dentist for a long time to come. 

“With very kindest regards, I am,” 

* * * 

Last night I went with several hardware men to 
see a very popular play in New York that has been 
running for several months—Lysistrata. This play 
was written by Aristophanes and was a take-off of 
conditions in Greece several thousand years ago. All 
the various little Greek states were constantly quar- 
reling and fighting. They were just exactly like a lot 
of hardware men. Then the women, led by an intel- 
lectual, Lysistrata, decided to stop all the foolishness. 
They just struck on having babies until the men made 
peace and stopped fighting. 

This play is very amusing and exceedingly well 
done. It is, however, rather broad. Not a good play 
for grandmothers to see, but all right for débutantes. 
I could not help but think that probably the women in 
the hardware business might serve the industry if 
they would adopt the plan of Lysistrata. Everything 
else has been tried and everything has failed. 




















Additional prize winning articles entered in the “You Can Make It” contest sponsored by the ‘Louisville Times.’ 
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* The wheel- 


barrow shaped article in the center is a chicken or rabbit coup which may be easily moved as the grass is eaten. This article made 


by Henry K. E. Ahlf won third prize. 


LINCLE SAM can help you sell 


More Hanp Toots 


HROUGH the second sim- 

ilar booklet to be issued— 

“You Can Make It, for 

Camp and Cottage,” Uncle 
Sam has indirectly provided the 
medium to increase sales of hand 
and woodworking tools. The sec- 
ond volume of the “You Can Make 
It Series” has been prepared by 
the United States Department of 
Commerce, as an activity of the 
National Committee on Wood Util- 
ization. Since the utilization of 
discarded wooden boxes’ and 


crates means a saving to the 
country of millions of dollars each 
year, the series of booklets, in- 
tended to explain and illustrate 
the many useful articles which 
may be made from scrap lumber, 
is an important project in the Gov- 
ernment’s program for the elimi- 
nation of wood waste. It is said 
that approximately 4,000,000,000 
ft. of lumber is annually used in 
making wooden containers, which 
would indicate that an abundance 
of free material is available to the 
30 


public. The biggest factor in 
making the waste wood serve a 
useful purpose is in acquainting 
the general public with the fact 
that many handy articles can be 
easily made from the discarded 
wooden containers. This is ac- 
complished by the booklets. 
Attesting the widespread pop- 
ularity of the first booklet, 150,000 
copies were sold in a year. Upon 
release of the first volume, HARD- 
WARE AGE called the attention of 
the hardware trade to it, pointing 
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ARL BOBZIEN (the 

boy at the right) with 
his miniature kitchen 
cabinet which won first 
prize in the “You Can 
Make It” contest spon- 
sored by the “Louisville 
Times.” Carl’s prize con- 
sisted of a three day trip 
to Washington with all 
expenses paid by the 
“Times.” Carl was. also 
introduced to President 
Hoover at the White 
House. 

Wm. Penderson at the 
left with the mode! ship 
won second prize, a $75.- 
00 chest of tools. Third 
prize consisted of a less 
expensive chest of tools. 
Twelve hammers were al- 
so awarded as prizes. All 
tools were donated by the 

Belknap Hardware Co. 
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A page from the “You Can Make It 
Booklet” 











out how it could be used to stimu- 
late the tool demand. This article 
appeared on page 24 in the Oct. 
17, 1929, issue, and we have been 
informed that many hardware 
firms used the booklet to their ad- 
vantage. Henry Disston & Sons, 
Inc., Philadelphia, Pa., distributed 
22,500 of the booklets. The Bel- 
knap Hardware Co., Louisville, 
Ky., cooperated with the Louis- 
ville Times in conducting a “You 
Can Make It Contest.” Retail 
hardware stores in other sections 
also presented copies of the book- 
let to favored customers, with 
profitable results. 

The second pamphlet, consisting 
of fifty completely illustrated 
pages, contains more than 100 
plans and designs for making use- 
ful articles for the camp and cot- 
tage. “Everything from camp 
stools to fishing tackle boxes can 
be made from the suggestions and 
working plans set forth in the new 
booklet,” said Walter Johnson, 
president, Tarter, Webster & John- 
son, San Francisco, Cal., and 


chairman of the sub-committee 
which cooperated in the prepara- 
tion of the bulletin. Details rela- 
tive to bird houses, game traps, 
folding tables and chairs, as well as 
numerous other articles of utility 
and convenience are also included. 

Hardware merchants who will 
distribute the booklets and pro- 
mote the ideas set forth will be 
taking a forward step in increas- 
ing the local demand for tools and 
several related lines. Two pages 
of the booklet—41 and 42—depict 
the woodworking tools commonly 
used, and the hardware frequent- 
ly used in constructing the arti- 
cles described. Using the sug- 
gested items as a guide, hardware 
stores can assemble a complete 
outfit of the required tools and 
supplies, offering it at a “special 
price.” The outfit, as well as in- 
dividual tools enumerated in the 
booklet, priced separately, can be 
used in arranging a window or in- 
terior display. Several copies of 
the booklet should have prom- 

(Continued on page 80) 
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SHOULD an INDEPENDEN 


FOSTER-THORNBURG HARDWARE CO. ~ 
ee sree This firm received this letter | 

PMU e e - ‘ 
asking for Credit Information | 

| 


ee 











Maison. W. Va. 
August 1, 1930 





ne a eee NEN ee nce epee. ane een eae 





Mr. Liew 3. Soule, Editor 
Fardware age 


Dear Mr. Soule: 
How that the mail-order houses are extending credit to 





cover their entire lines, exoept groceries, it is ver 
eg | that the lecal dealers all over the country will ‘ 

e called on to furnish them orecit reports, and we are PLEAS 
wanasing as to just what attitude the local dealers should Mites , Wet aN E| 
take in this matter. dtnin Wank war cess Se, NOTICE 

The writer is an appreciative reader of Hardwage : 
for the past besa | years, but does not remember ever se0- : Very Urgent 
ing this questien Ai{soussed in your ccolums. * 
fe are holding his 
faane wary wna Gnctiomm ae a 


letter of inquiry 


Foster-Thornbvurg Hardware Co. 
We shail be verygrate 


A few days ago we asked you for some information about a 
personal 1 if you will SI 
we I <2 24h; « w. me soquaintance of yours. So far we have not heard from you, ms *aagleree sr * 
ested, at th lest | 
Unless your reply is already in the mail, please answer the ques- wails damn, 06.8 3 | 
tions on the back of this letter and give us any other information | the order may be given | 


P.S. Inclosed you will find check for Four Dollars for ‘thet you think would be helpful. You may use the stamped envelope | immediate attention. 
al we are sending. Lats 


two years ren ‘ | 
‘ eer! ae | 

We are very anxious not to delay this order and shall appreciate it 

if you will answer promptly, 





Yours very truly, 











TP:RIsF MONTGOMERY WARD & CO. 
Buc. 8.2. : 
Name of Customer: fue 3 see Occupation: AGS 
CLINCHFIELD PORTLAND CEMENT Address Game Gan, Jeo! 
Falta Amowmt of Credit Asked % 15¢.95 Monthly Payment § 10.20 








ITH the extension of the mail 
order branch store program 
into an increasing number of 
cities and towns throughout 
the country has arisen the question of 
whether or not credit information should 
be given by the independent dealer. Reproduced here are two letters, which are self explanatory. 
Our readers were asked to express opinions on the subject, and on the following pages will be found the 
various angles presented. 
Opinions so far are sharply divided between those who are opposed to giving the requested informa- 
tion and those who consider it a “give and take” matter. All of the letters are interesting. You will 
enjoy reading them. Others will be published in subsequent issues. 











1h] Order BRANCH STORES? 





hoiding ‘his 
order await- 
ply to this 
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e very grate- 
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ETAILER 


FURNISH 


How 
Other Readers 


Answer the 


Question 


Vv 


Mushroom Stores Worse 
Problem 


RutTLanp, Vt.—We would treat them 
the same as we would any other repu- 
table concern or competitor, i. €., in a 
friendly, cooperative spirit, giving them 
such credit information as they might 
ask for. 

The local M. W. store does not com- 
pete with us on a quality basis, and we 
do not fear them on a price basis. We 
secured the contract for the hardware 
for the new building that they built here 
last year, as well as furnishing other 
material for their job. They still pick 
up merchandise from us occasionally. 
Shoppers have told us that our regular 
prices were lower than theirs in many 
cases. We are free to cut their prices 
on competitive lines if necessary, but we 
have found it necessary in only a few 
cases. 

We do not believe in advertising our 
competitors by talking about them or 
complaining of them or giving them pub- 
licity in any way. We do not believe that 
anything will be gained by refusing them 
credit information any more than we 
would refuse to inform them that a thief 
had broken in or their building was on 
fire. We have much worse competition 
from the mushroom local dealers that 
spring up periodically, last from two to 
four years and then fail up. They know 
little about overhead or salesmanship, de- 


Crepit Data 


pending upon cut prices to gain business, 

trusting everybody and demoralizing busi- 

ness generally. This is a real problem. 
W. C. Lannpon & Company, INc. 





Charges Them Extra 
Membership Fee 


York, Pa—We have a well organized 
credit bureau in York under the super- 
vision of the Chamber of Commerce. 
Sears, Roebuck and Montgomery-Ward 
joined the Chamber of Commerce and 
applied for membership in our credit bu- 
reau. None of the members objected to 
having them, but they realized that the 
two chain stores have no credit informa- 
tion to give the other members, so they 
charged them an extra large entrance 
fee and extra dues. This was done be- 
cause they could not give us any infor- 
mation and were receiving information 
which, no doubt, was very valuable to 
them. 

Our merchants are treating them just 
the same as any other new business that 
would open in this town. After looking 
over the stores I believe that our mer- 
chants feel that they have nothing to fear 
from mail order chain store competition. 
At the present time Montgomery-Ward 
is closing its York store because it was 
not a success. J. B. ANDERSON, 

Anderson Hardware Company 





A Give and Take Attitude 


Mancuester, N. H.—Our attitude has 
been one of “give and take.” If a local 
store is willing to give us information, 
we are certainly willing to do our share. 

Personally, I see no distinction be- 
tween a mail order house competitor or 
an independent store. Sometimes the 
former is just as easy to get along with 
as the latter, as their policy is not so 
apt to fluctuate. 

I believe the sooner the so-called inde- 
pendent merchant forgets chain, mail and 
organized competition, the quicker he 
will be able to realize on his business. 

A. E. Moreau, .- 
J. J. Moreau & Son 
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OK With Ed. Healey 


DusuguE, Iowa—Ward’s carry mem- 
bership with our local Chamber of Com- 
merce, subscribe liberally to all civic 
and worth-while charitable organizations 
and have access to our credit bureau for 
credit information which is run in con- 
nection with the Retailers Association of 
the Chamber of Commerce. If we find 
that their idea in installment selling is 
practicable and what the public wants, 
why we will have to come to it and 
adopt similar methods. 

My reaction is that they are having 
just as tough sledding as the ordinary 
retailer, and are feeling around trying 
to find some new method of holding their 
customers. 

Builders’ hardware and general lines 
are off, but the sporting goods, fishing 
tackle and outboard motor business is 
great. E. M. HEAtLey, 

Geo. W. Healey & Son 





. Poor Business to Refuse 


Hotyoke, MaAss.—The question is a 
very interesting one, but does not pre- 
sent any problem to us, as we are located 
in a city that has a local credit bureau 
fostered by the Chamber of Commerce. 
The function of the credit bureau is to 
obtain all of the credit experience of all 
of the people who buy locally, and for 
this reason it seems quite necessary that 
they include as members branches of 
chain stores. Often we have a request 
for credit accompanied by a few refer- 
ences, all of which, of course, are of 
firms with whom the applicant has a 
good account. We call the credit bu- 
reau and often find in addition to the 
names given for references several ac- 
counts which have not been satisfactory, 
and it is only by this complete record 
that we are protected. The local Sears, 
Roebuck branch is a member of our 
credit bureau and used 476 reports last 
year, which makes them the fifth larg- 
est users of the local credit bureau. Cer- 
tainly we could not afford to lose such 
a large experience. We alsa belong to 

(Continued on next page) 
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Should an Independent Retailer Furnish Credit Data 


for Mail Order Branch Stores? 


(Continued from preceding page) 


the Springfield Credit Bureau, and it is 
also their policy to take in all local 
branch stores of chain or mail order 
houses, and we believe that this policy is 
quite general. 

The question now seems to resolve 
itself as to whether an independent store, 
located in a town without a credit bu- 
reau, should cooperate with a chain store. 
Even if it is established that chain stores 
are economically destructive to local busi- 
ness, we still believe that it would be 
poor business for the local store to refuse 
to cooperate with them in the matter of 
credit exchange, because the withhold- 
ing of credit information would not pre- 
vent the chain store from doing a credit 
business. True, their losses might be 
larger without the cooperation of local 
merchants, but they certainly can over- 
come this handicap if they wish to. I 
don’t believe that the independents can 
prevent the chain stores from doing busi- 
ness by any arbitrary means of this na- 
ture, and I think that such a course 
would react against the independent 
stores. The chain stores would. be sure 
to tell their customers of an indepen- 
dent store who refused to give a favorable 
credit experience, and the customer would 
feel that he was entitled to the recom- 
mendation that his prompt pay had 
earned, and he certainly would hold it 
against the independent store for such 
arbitrary action. 

I do believe that the chain stores are 
with us for a long period, and that they 
cannot be eliminated by any legislation 
or pugnacious tactics, such as refusing 
to treat them as other business houses. 
I am thoroughly convinced that many 
of the policies of the chain stores are 
economically unsound, and perhaps by 
proper publicity they can be eliminated. 
I refer to their buying goods below the 
cost of manufacture by getting the man- 
ufacturer to load all of his overhead on 
the jobber retailer business and furnish 
their goods at the manufacturing cost 
only without any overhead; and the ac- 
tion of some national manufacturers in 
paying certain chain stores to sell their 
goods on account of the advertising that 
they are supposed to get from such dis- 
play which works to the same end. I 
also refer to their policy of cutting the 
price on merchandise which the public 
knows the value of and selling so-called 
blind articles at exorbitant prices. I be- 
lieve it is an established fact that the 
overhead of the chain stores is larger 
than that of the well managed indepen- 
dent store, and if both stores were on 
the same basis, the independent store 
would have no trouble in getting the 
business. 

An interesting feature of the subject 
that you bring up is that most chain 
stores belong to their local credit report- 
ing bureaus, and that 1100 of these bu- 
reaus belong to the service department 


of the National Retail Credit Associa- 
tion with headquarters in St. Louis, and 
a member in one city can obtain credit in- 
formation on any party in one of the 
other cities through the interchange ar- 
rangement that they have. Our local 
credit bureau in answering requests from 
Chicago may be giving the mail order 
houses information on our own custom- 
ers without anyone in Holyoke knowing 
it, but we believe that such is not the 
case. As might be suspected, the chain 
stores are not willing to pay the charge 
of $1.25 to $1.50 for a report obtained 
through the interchange service and are 
trying to “bootleg” this information. We 
understand that they use very largely 
a list of attorneys who furnish so-called 
credit reports at $0.25 each and know 
also that they inquire direct of mer- 
chants and banks using fictitious names 
to disclose their identity, as they have 
found that local institutions do not like 
to give information to mail order houses. 
Our credit bureau has a list of 2000 fic- 
titious names of this nature, and I am 
attaching a yellow sheet on this same 
subject which, strange to say, was re- 
ceived in the same mail with your letter. 

I will be very interested to learn of 
your findings on this subject. 

Rosert RUSSELL. 





Use Credit Bureau Says Howell 


RicHMoNpD, Va.—Should any mail or- 
der house call us for credit information, 
they would be immediately referred to the 
Retail Merchants Association of our city. 
It is against the rule of our association 
to divulge any information direct to a 
merchant. It must necessarily go through 
the Retail Merchants Association credit 
bureau. , 

Tuomas B. Howe tt, 
Howell Bros. 


An Individual Problem 


CosHocton, Ou10—This is a question 
that we have debated for some time in 
our store. In the first place, we are 
unable to give all the information that 
these credit reports ask, and again we 
find that the majority of the people 
that these reports are on are people that 
we could not recommend, and we hesi- 
tate to make a report on people that is 
not favorable, and for this reason we 
have turned these reports down. 

In regard to helping people that tele- 
phone us for such credit reports, we tell 
them what our experience has been with 
the individual account. 

We believe that almost every case 
stands alone, and we expect to handle it 
from this standpoint, whether it be chain 
store, mail order house, or some banking 
institution. 

> THe Gray Harpware Co. 





Considered a Customer of 
Credit Bureau 


Bripceport, Conn.—It certainly is 
quite a question to take into considera- 
tion regarding. the chain store enterprises. 

In Bridgeport, we have a store opened 
by Sears, Roebuck Co. They are evi- 
dently doing a very good business and 
selling at prices which compare favor- 
ably with our own. They extend credit 
the same as ourselves. They are also 
members of the Bridgeport Credit & Rat- 
ing Bureau. This covers all sorts of 
merchandise handled by retail merchants, 
so that Sears, Roebuck will not have to 
bother individual stores in comparing 
ratings. * 

It looks as though this might be a 
very good question to answer. Evidently 
the Bridgeport Credit & Rating Bureau 
is operated to sell ratings, and as long 
as Sears, Roebuck pay their bills they 
are considered a customer. 

We would like to hear from you fur- 
ther whether or not mail order houses 
are members of the local association the 
same as we are here. 

Georce D. Lyrorp, 
President, American Hardware Stores 


Will Help Check Loss of 
Business 


Wasuincton, D. C.—Why refuse 
mail-order houses credit information any 
more than you would refuse like infor- 
mation to your competitor around the 
corner ? 

With the granting of credit by the 
mail-order houses, I look for an upward 
revision of their prices to take care of in- 
creased overhead, which is bound to come 
with the installation of a credit depart- 
ment. 

Also, from requests for credit, the 
individual dealer can determine if he is 
losing any business to this source and 
use steps to bring the customer back to 
the fold. J. Frank CAMPBELL. 








Service Counts for Something 
Too 


Mount Joy, Pa—Our attitude in the 
past has been rather antagonistic to such 
policy. Although we have occasionally 
done so, yet we realized at the time that 
such information would not work to our 
advantage. 

Just what we will be disposed to do 
in the future if the situation changes 
and the reports continue to become more 
numerous, we are hardly prepared to say 
at this time. 

Of course, if we find that it is going 
to hurt our business, we will no doubt 
feel like not giving the information, yet 
we realize that such information can be 
procured through other channels just as 
easily. 

Personally, we have not been alarmed 
unduly, because we can sell as cheaply 
as the mail-order houses, and the cus- 
tomers begin to realize it more every day. 

Service also counts for something, you 
know. H. S. Newcomer. 
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A Mutual Proposition 


Boston, MAss.—We are not bothered 
by this problem, but feel that we would 
give the credit information requested and 
expect the same in return from them. 

R. M. SANDERS, 
H. M. Sanders Co. 





They’re Welcome to It 


Bay City, Micu.—Here in Bay City 
we have the commercial exchange, an 
organization that rates all local residents 
as furnished them by the retailers; we 
all pay $20 per year for information on 
any resident up to 50, all over 50 in- 
quiries must be paid for at 50c. each. 
If any of the mail order stores pay their 
$20 and 50c. per inquiry over 50, they 
are welcome to any information our 
exchange can give them. 

Personally I feel that the granting of 
credit by the mail order stores will great- 
ly help the independent dealer because: 

1. They will be very particular to whom 

they sell, and the ratings will natur- 
ally have to be of the best. People 
are very reluctant in giving infor- 
mation to local stores, but through 
the mail order stores it will be pos- 
sible to get more local people to give 
information as to their credit, and 
it will educate the local people that 
to get credit one must give a good 
rating or have one. 

2. The mail order stores will be good 

collectors and educate the people to 
pay as agreed and pay promptly. 
The customers will thus be educated 
as to their obligation toward re- 
tail dealers. 
The granting of credit will natural- 
ly raise the prices of the mail order 
stores, or they will charge a carry- 
ing charge. This will also help the 
local independent dealer, as gradual- 
ly the customers will be educated to 
pay a little more if he wishes to have 
it charged, especially on larger pur- 
chases. 

I could mention many more advan- 
tages, but I believe the three above men- 
tioned will suffice. 

I also am of the firm belief that the 
nearer the mail order store gets to our 
way of doing business, or we get to 
theirs, the nearer will be the solution 
of the retail business. Once we are all 
on the basis of cash or credit, delivery 
service and everything else the Ameri- 
can public has been accustomed to, it 
will not be very hard to compete with 
the mail order stores, and the local resi- 
dent merchant should win out. 

The worst obstacle in the way of suc- 
cessful merchandising is the inability of 
the smaller dealer to buy from the manu- 
facturer at the same prices as the mail 
order store, but thanks to the HARDWARE 
Ace and some of the other publications 
in the interest of fair business we are 
finding that slowly also the manufacturer 
is paving the highway to success by fur- 
nishing merchandise necessary to com- 
pete with the mail order stores. 

I would just say in passing, “Keep 
your lamps filled with oil.” We’re pass- 


ad 


ing through the darkest hours, and if 
we keep the lamps burning I am sure 
that within a very short time we will 
all be on an even basis, and then watch 
the winners—I know who they will be, 


do you? W. C. REcHLIN, 
Rechlin Hardware Co. 





Opposes Installment Selling 


CyntTHiAna, Ky.—TI have always been 
opposed to installment selling. I have 
fought it for years in my own business, 
and with conditions as they are at the 
present time, and with as many reposses- 
sions of merchandise as some of our 
dealers are having, time has proved the 
wisdom of my contention. We have posi- 
tively refused to open an account with a 
customer, accepting partial payments, un- 
less we satisfied ourselves that that par- 
ticular customer was worthy of, and en- 
titled to, credit in a regular way. I 
presume that the mail order stores sell 
on the installment plan; in fact, I know 
that this is their policy, and I suppose 
that is the reason Mr. Pelphrey asks the 
question. 

As concerns the give and take phase 
of giving credit information to a mail 
order store manager, we have always been 
ready and willing to give credit informa- 
tion to our other dealer friends when 
we could do so. We have positively re- 
fused to answer mafl inquiries of this 
kind, and we doubt very seriously if 
the mail order manager would be able 
to give us credit information if we asked 
it of him. As a rule he is a stranger, 
and the most of them have not been in 
business long enough to give information 
worth while. On the other hand, look- 
ing at it from a personal standpoint, I 
don’t think I would refuse to give the 
manager of our local retail mail-order 
store any information I could, so long as 
he shows a willingness to cooperate and 
enter into and become a part of the 
business activities of our community. 

After all, I think the question resolves 
itself into a personal matter, depending 
on the size of the town and the spirit 
of cooperation existing between the busi- 
ness men of the town. I am sorry that 
I am not able to give you a better opin- 
ion on the subject. This will probably 
come from someone who has a different 
view on the installment selling proposi- 
tion. VeacuH C. Repp. 


Refused Credit Ass’n 
Membership 


SHELBYVILLE, INp—We have a Mont- 
gomery-Ward store. We also have a 
credit rating bureau, made up of the 
independent retail merchants. Montgom- 
ery-Ward started their policy of extend- 
ing credit, and the manager asked the 
secretary about some ratings. A meet- 
ing of the executive committee of the 
credit rating bureau was called, and it 
was decided not to accept Montgomery- 
Ward as a member and allow them the 
privilege. This decision was made be- 
cause the credit rating of this commu- 


nity has been made up, acquired and 
listed from long experience of the local 
independent merchants. Montgomery- 
Ward could give the credit rating bu- 
reau no new information and would take 
the advantages of the credit rating bu- 
reau without experience. So the credit 
rating bureau of Shelbyville, Ind., re- 
fuses to accept Montgomery-Ward as a 
member, allowing them the privileges of 
the bureau. D. Wray DeEPREz, 
Sec’y-Treas. The J. G. De Prez Co. 





No Good Reason for Promoting 
M. O. Success 


MANSFIELD, On10.—In my opinion, we 
are not a very good source from which 
to obtain such information, as we have 
never adopted the installment plan of 
selling merchandise, limiting our sales 
to those people who are entitled to credit 
and who understand that our terms are 
net thirty days. We are not always suc- 
cessful in securing payments’ within 
thirty days, but we still believe it is the 
best policy for our own company.  In- 
stallment selling has worked a hardship 
on a large number of people, and now 
during this depression, when a large num- 
ber of men are “out of work,” they feel 
it impossible to meet the monthly in- 
stallments and, consequently, the sellers 
repossess the merchandise. It is a de- 
batable question, but we have never felt 
that installment selling shouid be any 
part of our plan. 

In our local territory a Credit Rating 
Bureau is maintained by the retail mer- 
chants, to whom credit ratings are re- 
ported by the merchants, and from this 
Credit Rating Bureau information is ob- 
tained relative to individuals who are 
unknown to the independent merchant. 

Personally, I have never felt that a 
retail merchant should spend very much 
of his time in assisting the branch stores 
of mail-order houses. They usually be- 
come established, independent of all con- 
@erned as to whether or not the stores 
are required in a territory, and never 
considering whether or not their open- 
ing up this branch store would result 
in the destruction of the independent 
merchant, so.I cannot feel that the in- 
dependent merchant has any good reason 
for promoting their activity or making 
a contribution toward their success. 

They assume very little, if any, of the 
responsibility of local welfare, pay less 
in taxes than merchants who carry com- 
parative stocks; in fact, they are not 
interested in any feature of life except- 
ing to sell their merchandise to whom- 
soever will purchase it and on any terms 
that might increase their sales. 

In our city we have a Credit Rating 
Bureau, and should these branch stores 
make inquiry in regard to the rating of 
an individual, we probably would not 
spend very much time in the preparation 
of a reply, and I am sure we would not 
make inquiry of the branch stores with 
reference to persons who were seeking 
to establish a credit rating with our 
store. W. B. Martin, 

The Martin Hardware Co. 
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HILE other hardware 
firms have worried 
about cheaper priced 
tool competition and 
have studied the future of their 
tool departments almost entirely 
from the standpoint of developing 
a cheaper grade line, Huey & Philp 
Hardware Co., Dallas, Tex., has 
been headed the other way. This 
firm seldom has on display or in 


stock more than a few competitive . 


grade items in this line. Its 
stock and sales development has 
been toward electric power tools, 
related machinery and equipment, 
steel stock, brass in strips and 
rods and includes a most complete 
line of aneroids, engineers’ draw- 
ing sets, etc. In the hand tools 
only the first quality brands are 
featured and practically every 
week in the year are on display in 
one of the windows. The power 
tools, machinery and drawing 
equipment for engineers and stu- 
dents are also given frequent win- 
dow displays, but much of this 
business is obtained by personal 
solicitation. 

Under the direction of Vice- 
President Paul Speaker, who has 
complete charge of the Huey & 
Philp retail hardware store, the 
tool business with its additional 
lines has developed to a point far 
ahead of its previous records. Mr. 


The OTHER SIDE 


Huey & Philp, Dallas, Texas, lloy 


tool trade and have developed 


Speaker has felt that every fairly 
good-sized town requires just such 
a quality service as he is render- 
ing. He says too many dealers 
have got cold feet on the tool 
proposition and can see nothing 
but a sliding off volume and a 
trend toward cheaper grades. His 
experience proves that the cheaper 
trend is not the complete story 
but only a part of the future tool 
business. 

Where many dealers have sought 
items that will reduce the unit of 


tool sales, Mr. Speaker has sought 
and still seeks as many higher 
priced goods as he can find. Only 
in a few items, such as small 
screw drivers, pliers and tack 
hammers, has this firm offered the 
strictly competitive grade tools. It 
is the intention of the hardware 
executive to build up his tool de- 
partment and to make it an in- 
creasingly important factor in the 
business. 

The Huey & Philp stock in- 
cludes all kinds of mitre boxes, a 






In some of the scientific equipment featured in this display Huey & Philp Hardware 
Co., Dallas, Texas is the largest distributor in the country. There is a real market for 
this kind of merchandise among engineers, scientists, experimenters and students. 


Sales in this department often lead to business fér tools, machinery and metals. 
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full line of good precision tools 
and many unusual or special items 
not generally found, though fre- 
quently demanded by customers. 
This firm has in its development 
maintained a reputation for being 
the sure place in Dallas where you 
can get what you want. As Mr. 
Speaker looks into the future of 
his tool department business he 
sees a bigger volume and a better 
profit. ‘ 

In selling steel, brass and other 
metals he is completing his service 
to those who use metal working 


tools and machinery. The tie up 
of materials with the equipment 
has placed this firm on the pre- 
ferred source of supply lists of 
local railroad machine shops, fac- 
tories and others who use this 
class of materials. The big factor 
in this type of trade is, of course, 
ability to deliver promptly exactly 
what is needed. Orders for ma- 
chinery run into real money, in- 
cluding several lathes, punches, 
drill presses, power shears and the 
like. 

Though not directly tied in with 


One of the several Huey & Philp Hardware Co., Dallas, Texas windows is usually 
devoted to first quality tools. This firm makes it a practice not to crowd its displays, 
but prefers frequent changes to illustrate to the public the assortment it offers. 


Fah et ee i ead 


tools the department devoted to 
equipment and materials for geol- 
ogists, other scientists, experiment- 
ers, engineers and students in 
these various activities has a rea- 
sonably close relation to the tool 
department. Those who do plan- 
ning on paper often follow 
through on metals or wood using 
tools and often require very spe- 
cial equipment. Practically all of 
this market is for the best quality 
merchandise. 

Huey & Philp Hardware Co. can 
equip almost any kind of an enter- 
prise, either scientific or commer- 
cial, with its full line of tools, ma- 
terials, machinery and the engi- 
neering sets. 

Though the hand tool business 
and some of the sales on power 
equipment and engineering mate- 
rials come through the window 
and interior displays practically 
all of the heavier items are sold 
by constant outside sales work. 
Dallas is a natural distribution 
point and attracts much business 
from its section of Texas. Like 
all cities of its size there is a lot 
of business which might easily be 
neglected were it not for the pol- 
icy of Mr. Speaker to make the 
Huey & Philp store the place 
where people can get even the 
most unusual items related to its 
many lines. 
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TRADE |, 


WINDS 


Time To Change “Goats” 


By LLEW S. SOULE 


PPARENTLY everyone is taking a rap at the 

retail salesman these days. He is pictured as 

a weak link in an otherwise strong chain. If 

sales fall off, the loss is attributed to him; he 

is referred to as lazy, indifferent and ignorant. In 

short he is now, as usual when business is not at its 
best, the distribution “goat.” 

As a matter of fact it is generally conceded that the 
retail selling is the weakest link in the distribution 
chain. It is not so generally conceded, but equally true, 
that the responsibility for this condition rests not upon 
the salesman’s shoulders, but upon those who stand to 
gain or lose most from his standard of efficiency—the 
retail merchant himself. 

Let’s look at the matter fairly. Let’s concede that the 
majority of employees behind retail hardware counters 
are not trained salesmen; -that their knowledge of 
merchandise and merchandising is of the “hit and run” 
variety, gathered mainly from observation and experi- 
ence. Often that observation and experience has not 
been the correct type on which to build salesmanship. 
Is he to stand the blame for that? 

Right now there are thousands of honest, industrious 
employees in hardware stores, who are failing to make 
the sales and profits they should, mainly because they 
have never been taught how to see profit bearing mer- 
chandise. Many, through no fault of their own, have 
no knowledge as to why certain goods are actually worth 
more to the consumer. Many do not know what goods 
are profitable to their employers and what goods are not. 
How can they be reasonably expected to increase profits 
unless they are shown where the profits are? 

In most of the discussions on this subject, the remedy 
offered is cooperation. Manufacturers, jobbers and re- 
tailers are urged to cooperate until they have come to 
fairly hate the word cooperation. Yet, it has its place. 
The solving of the present competitive problem is not 
a one man job. However, the cooperation needed is 
not the kind that takes in only manufacturers, jobbers 
and retailers. It must be broad enough to include the 
travelling salesman and the man behind the retail 
counter—be he salesman or clerk. 

There will never be any real cooperation unless all 
the cards are placed face up on the table; unless confi- 
dences are exchanged; unless there is created a mutual 
desire to work together. It is time to discard the old 
theory: “Treat ’em rough and tell ’em nothing.” 


If your business is falling off and your profits are 
slipping, the logical thing is to tell your employees the 
facts. They should be shown the figures which reveal 
the condition of the business; they should be shown the 
actual increase in overhead expense and the actual 
narrowing of profit margins. They should be told the 
exact volume of sales, the rate of merchandise turnover, 
the profit or loss and the trend of the business. They 
should be taken into partnership as far as knowledge of 
the business is concerned. The sales of each one should 
be analyzed to show who are making the profitable sales. 
and why. 

The explanations should be made in a fair, above- 
board, business-like manner. It should be pointed out, 
not in a fault-finding way, but plainly and truthfully, 
that the store must either operate at a reasonable profit 
or go out of business; that unless goods are sold and 
profits made, there can be no money to pay salaries; 
that the problem is theirs as well as yours. When pre- 
sented in this manner there are mighty few retail sales- 
men who will not manifest a sincere desire to do their 
part. 

But don’t stop there. Desire alone will not do the 
job; it must be backed up with knowledge. Follow up 
your initial explanation with a series of store meetings, 
conducted on a 50-50 basis. And—don’t expect the 
employees to donate all the time involved, unless you 
make it worth their while. 

In those meetings discuss costs and selling prices 
openly. Take one department at a time and specifically 
point out the items and lines which are most profitable 
to sell, and the best methods of selling them. Teach 
your men the difference between price and value. Show 
them that they are doing a service when they sell a 
customer value rather than mere price. Frankly dis- 
cuss courtesy, service, efficiency, etc., and let your em- 
ployees do most of the talking. Make it their meeting 
if you want results. 

Six months of properly conducted store meetings and 
the development of a store spirit, will do more to boost 
your sales, your profits and your prestige in the com- 
munity than all the special prices you can muster. 

Why not quit “passing the buck” and place the re- 
sponsibility for poor selling where it belongs. Any 
other course merely lowers the morale as well as the 
efficiency of the retail salesman. 

It is high time to change “goats.” 





— 
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Skairt o’ Punkins? 


Most fears and worries. like Hallowe’en 
spooks, are creatures of imagination and 


conversation. 
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438 YEARS AGO 


: 

«© 

* 

* 

*« 

*« 

x On October 12, an Italian Naviga- 
* tor discovered America for Spain. 
* As we celebrate the day, it’s in- 
x teresting to compare the facilities 
* of modern explorers with those of 
* Columbus. 

* 
: 
f 
ae 


Interesting too, to give thought to 
the discoveries of other men and 
women which contribute so much 
to our comfortable living. Our 
store is filled with things which 
their skill and patience have 
wrought. 


A visit of discovery to our store 
will reveal many clever conve- 
niences that make the home more 
pleasant, and hoysework easier. 





(Nameplate Here) 


aaa anna Lo TTS S TTS SSS SSS SSSSS SCE STSSCCESS CESS CTE SEES 


JOU OO 





They’il vanish before ambi- 
tion and advertising. 


A grinning, glowing Jack o’lantern, 
suddenly appearing out of the dark- 
ness of night, used to scare you 
when you were a “little kid.” Then 
you discovered the joy of sneaking 
up and scaring the scarers! You 
knew those spooky things were only 
pumpkin pies gone wrong. 


There’s a thought for today in that 
recollection. Instead of letting the 
spook of quiet business scare you 
stiff, try scaring the scarers. A com- 
bination of aroused ambition and 
advertising will do much to banish 
the spook. 


Why shouldn't you get some of the 
money that’s going into savings 
banks? Couples get married, babies 
are born, people are eating and 
working. Consistent, planned ad- 
vertising, plus good display and 
salesmanship will get more business 
than slowing up on the job. 


These ads are carefully planned by 
men of long experience in retail ad- 
vertising. Use them regularly. 





THE 
POINT IS— 


If you require a 
larger, more complete 
Advertising Service 
just write to us for 
information. 

















OCTOBER 
MERCHANDISING 
CALENDAR 


Check over these items and see that your 
advertising and your displays feature 
them, in addition to those pictured in the 
advertisements shown on these pages— 


Kitchen Furnishings Fencing Needs 
Cooking Utensils Rubbish Burners 
Electric Appliances Lawn Rakes, Forks 
Lamps, Bird Cages Furnaces 

Curtain Rods, Shades Door Mats 

China, Glassware Weather Strips 
Chicken Supplies Hunting Supplies 














Said the cat to the pumpkin, 
“You're a funny looking guy.” 
Said the pumpkin to the cat, 
“I should have been a pie.”’ 


Asked the cat of the pumpkin, 

“What does this all mean?” 

And the pumpkin told the cat, 

“Next Friday’s Hallowe'en.” 
And, of course, we’ve cats and 
pumpkins and witches and every- 
thing else gay, colorful and ap- 
propriate for decorations and 
favors to make. your Hallowe’en 
party successful. 


(Descriptions and Prices) 


(Nameplate Here) 
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WONDERFUL 
ENTERTAINMENT 3 


is yours for the turn of 

the dial. Great organi- 

zations are investing 3 

millions of dollars to 

bring you the greatest 

artists of our day. 
No.7 You owe it to your- ¢ 
‘ self to have a good 
> radio—one that gives clear, natural 
reproduction. Our deferred pay- 
ment plan makes it easy to have 
this pleasure. 


(Nameplate Here) 











THE GRIDIRON 
CALLS! 


—and (Store Name) 
answers with a com- 
plete line of football 
equipment. Every- 
thing for the great 
game is here—mod- 
erately priced, and 
guaranteed to serve 
you well. 





(items) 


BASKET-BALL! 


baskets; shoes 
that give support 
and speed; uni- 
forms—all the 
equipment for 
this popular 
sport—good 
quality, fairly 
priced. 





(items) 


(Nameplate Here) 


HOW to 
ORDER 
MATRICES 
PAGE 42 


















“Luck is with the heaviest battalions,” 
said a famous general. The same 
remark may be applied to the sports- 
man who is well equipped—and 
equipping sportsmen has claimed our 
attention for many years. 


» 







Guns— 
Shotguns and rifles by Savage, Win- 
chester and Remington—for large or No. 


small game—at prices that will ap- 
peal to every man. 


(items) 


Decoys— 

Made of seasoned wood, full size. 
Painted very lifelike—an excellent 
job all around. 





(items) 


Traps— 

All the desired sizes and kinds of 
traps for large or small animals— 
straps that you can depend upon to 
hold their catch. 


(items) 





(Nameplate Here) 














WEATHER 4 - 
FORECAST: Colder with Rain 
Time now to check up on your tires—to see that you have 
robes and chains—so that you'll be all ready for uncertain 
roads and weather, thus avoiding many common difficul- 
ties of fall and 

winter driving. 








Good Tires 











(Descriptions 
and Prices) 






Warm Robes 







(Descriptions 
and Prices) 


















Chains 


(Descriptions 
and Prices) 
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Several small ads can be easily made of this large one if desired. 





Men, as well 
ested in this 
every 
October home-fixing problems. We 
have arranged many attractive sav- 
ings for careful shoppers—and there 
are many more at the store. 


























No. 21 


Some of metal, others of cloth, to 
let in fresh air, while keeping out 
fall storms and winds. 


(Descriptions and Prices) 


Good Paints 


If you want the job to last and 
hold its smartness, you'll choose 
quality paints—the kind you'll find 
here. 





(Descriptions 
and Prices) 
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No. 23 


Whether it’s a cabinet, a refrig- 
erator, or just a stool that you 
need, you can get any sort of 
kitchen furniture at a saving now. 


(Descriptions and Prices) 





home — for 





Wireware 


There is a need in 
every kitchen for 
these little things in 
wireware, Cost little, 
yet they are a neces- 
s.ty. 


(Descriptions 
and Prices) 


No. 25 


Kitchen Cutlery 


All guaranteed stain- 
less steel, handles in 
colors. Knives for all 
uses, all specially 
priced as noted below. 


(Descriptions 
and Prices) 





Linoleum 


Printed linoleums that 
will serve you well— 
or — inlaid linoleums 
that will wear for 
years and years. New 
patterns and colorings. 


(Descriptions 
and Prices) 


solves many 





No. 27 


Aluminum 


The shining, easily 
cleaned surface of 
aluminum ware makes 
them the favorite 
cooking utensils of 
women — several spe- 
cial values are offered. 


(Descriptions 
and Prices) 





Wash Boilers 


They’re built to last 
—heavy grade tin 
with copper bottom— 
reinforced roll edge 
and snug fitting cover. 


(Descriptions 
and Prices) 


oes 
No. 30 


Carving Set 


Guaranteed all stain- 
less steel carving sets, 
fork, knife and steel. 
Horn handle. Excel- 
lent quality and will 
last a lifetime. 








(Descriptions 
and Prices) 


(Nameplate Here) 


—HOUSEKEEPERS SA 


as women, will be inter- 
sale of timely needs for 
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Oil Heaters 


No need to start 
your heating plant 
until cold weather 
sets in. This handy 
and dependable oil 
stove heats the 
room quickly with- 
out smoke or 
smell. 


(Descriptions 
and Prices) 





Electric Heaters 


Heat when you 
want it and where 
you want it is pos- 
sible with an elec- 
tric heater. It will 
save many a dol- 
lar in coal bills, 
for you will find 
it unusually handy 
in heating a cer- 
tain room, when a 
fire in the furnace 
is not desired. 





(Descriptions and Prices) 


Vegetable Bins 


ih 
_., 














These most convenient bins give 
airy storage for vegetables and are 
very easily cleaned. Colors to 
match your kitchen. 


(Descriptions and Prices) 
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COAL IS TOO 
EXPENSIVE TO WASTE 
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& 
. & 
—Get an Ash Sifter ' 
a 
r Cut down your coal by using an ash x 
h sifter. Fits over the top of the ash can > 
" alli and sorts out all of the good coal and q 
i ' partly burned coal which has fallen or § 
‘ shaken through the grate. THE . 
5 t 
=) (Descriptions and Prices) MODERN STOVE , 
Attractive, compact, these modern 
stoves are as good looking as a 
Coal Hods radio cabinet—and wonderfully ef- § 
all and Shovels ficient heaters. > 
Lt Seanloas BB ber (Descriptions and Prices) 
C 
No. 35 weather necessities — (Nameplate Here) : 


they’ll last for years. 

















: Baskets (Descriptions aaa 
Galvanized bas- and Prices) 
kets — convenient 
eri “— diem bb bbbbbbbbbhbhbbbbbbbtbtbbtbotinints 
—an exceedingly i iat Bhs aN 4 ic tilt 
durable. Door Mats 

(Descriptions Sto : 

5 Stop the dirt at the 
and Prices) door, with one of GOOD SAWS 


AND AXES 


The job is done much quicker and 
more easily when you have tools 
that are perfectly balanced, and 
hold their edge—you’ll find the 
best here. 


AXES 


these firmly woven 
coco mats; stiff fibres 
clean shoes quickly. 





(Descriptions 
and Prices) 


(Nameplate Here) 
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(Descriptions 
and Prices) 


HOW TO ORDER 


If you have local stereotyping facilities, re- 
quest the complete set of mats of all the ad- 
vertising illustrations on these four pages, 
44 in all, enclosing your check for $1.25. 













If you need mounted cuts, order them by 
numbers given under each cut, listing the 
numbers in a column. Figure the charge at 
30c. for each cut when less than ten cuts 
are ordered; when ordering ten cuts or 
more, figure the charge at 25c. for each cut 
ordered. Enclose check with order, please. 
This saves bookkeeping for small amounts. 


(Descriptions 
and Prices) 





(Nameplate Here) 
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Send all orders to— 


HARDWARE AGE GARAGE 






















ADVERTISING FEATURE DOOR HARDWARE 
239 West 39th St., New York, N. Y. i in 





At $1.25 per set, the mats of these 44 illustra- 
tions cost you less than 3c. each! Order today. No. 44 














HARDWARE AGE-for SEPTEMBER 4, 1930 


43 





Comments on Everyday 


Displays 


A Little Thought and Care in Planning 


Unusual and out of the ordinary win- 
dows are invaluable as part of every 
Hardware Store display program, but 
the everyday kind of displays are per- 
haps more important because they are 
featured more or less the year around. 
Special settings and backgrounds can- 
not be built every time the window is 
changed as changes are sometimes 
made on short notice. 


The display reproduced herewith is one 
of the everyday kind with some com- 
mendable features but still room for 
improvement. With a few exceptions, 
the entire display is devoted to carpen- 
ter tools. Displays featuring one line 
of merchandise are more effective than 
when a number of unrelated items are 
shown. Price tickets are used through- 
out and some of them give other in- 
formation about the article. The floor 
arrangement can be improved upon by 
grouping items that come ‘in different 
sizes and leaving a little more space 
between each group. 


If the three sections of the background 
screen are connected with loose butt 
hinges so they can be taken apart, they 
can be trimmed before the window is 
taken out, saving a lot of time when 
the new trim is put in. The tool chest 
unit in the center is a little high as it 





Will Produce Better Results 








A commendable everyday display. 


conceals some of the saws arranged on the ‘screen. The card on this unit reads 
“NOTE—Tools Displayed in This Window Fully Guaranteed. Thank You.” 


Tradesmen who use these tools must buy them whether they want to or not 
and for this reason we believe a broader selling appeal would be more effective. 
Many of the tools shown are handy to have around the house, and the selling 
appeal should have been made along these lines, suggesting them for family or 
household use through intelligently worded show cards. For instance, every 
family has some tools which are scattered here and there, and hard to find when 
wanted. Why not suggest a tool chest for the family to help keep them all in one 
place and where they can be found when wanted? All hotisewives like things 
neat and orderly, and a tool case or chest will help solve one of their problems. 


Every family should have a folding rule; there is always something to be 
measured. A good sharpening stone is the joy of every housekeeper, and think 
of the time and temper that will be saved when you have a small plane to 
repair the cupboard or other doors when they insist on sticking. Properly 
worded show cards will tell the story and increase sales accordingly. 


The comments on this particular display do not cover all the constructive sug- 
gestions and better selling ideas that could be written about it. If you believe 
there is room for improvement in your displays, send us a photograph of one 
of them and we will either reproduce it in these columns or comment on it by 
letter. “Address photographs to the Hardware Age Window Display Service. 





ART PANELS FOR FALL 


The Art Panel shown in the accompanying illustration is finished in 
Autumn colors and was designed for use during the month of September. 
Write the Hardware Age Display Service for particulars regarding Art 








Panels for each month in the year. 
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Stock Is Not An Asset 


Small Items Should Be Kept Moving If You 
Do Not Want Them To Accumulate 








Every Hardware Store carries in stock hundreds of small articles that 
rarely if ever get into the window. Any number of things may be 
found in boxes, drawers, perhaps under the counter or in other out of 
the way places that are gotten out only when someone happens to call 
for them. In many instances the public does not know they are car- 
ried in stock. Money tied up in stock that is not moving does not pay 
dividends and such stock is more of a liability than an asset. It will 
be a good plan to inventory these items and make a special display to 
dispose of them. In most cases they can be shown with related 















































articles. 





f iy H . : Illustration A. Showing an arrangement of the 
lhere are several reasons why displays of this kind are neglected. [t Hardware Age Interchangeable _ Fixture de- 


i : : , scribed in issues of June 12 and July 3. This 
is only natural that the person selecting merchandise for the window combinatian is adapted to a window having a 
y : : background length of eight feet or more. 

should pick the best sellers, forgetting about others that are not so 

much in demand and eventually accumulate dead stock. A 
display of large articles can be easily arranged as it re- 
quires only a few to fill the window. On the other hand 
it means a lot of time and work to arrange a neat display of 
many items, assuming suitable fixtures are not available for 




















the purpose. 


The Hardware Age Interchangeable Display Fixture de- 
il scribed in detail in previous issues was designed especially 
Yj , . for the purpose, to make it easy for the displayman to ar- 
range neat trims of many articles on short notice and with- 
out a lot of planning and preparation. After the various 
units have been built it requires only a few minutes to re- 
arrange them for another trim or remove them from the 
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Illustration B. Showing another combination of the inter- 
changeable units suitable for a window having a background 
length of ten feet. 


window. 








SEMI-PERMANENT SETTINGS 


Hardware stores having a number of windows usu- 
ally devote one or more to small items, building a 
special setting and using it for some time. The ac- 
companying illustration shows a practical background 
and floor arrangement for the purpose. The various 
sections should be built separate so they can be ar- 
ranged in different positions. 














The five background panels may be ornamented or 
left plain. They can be utilized to display merchan- 
dise or for a decorative panel effect in keeping with the 
season or for manufacturer’s show cards pertaining to 
the goods on display. In case the space is used for 
cards and a large number of items are shown it will 
be a good idea to connect the card with the item by a 
narrow tape or piece of crepe paper. ‘ A suggestion for a semi-permanent setting. 
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A New Note in Price 


More sales through a better 


understanding of them 


By J. M. WARD YOST 


In this article only two kinds of tickets will be considered, one giving the price only 
and the other one featuring the price with additional information or selling points. 
Either kind of ticket may be plain or ornamental but very small tickets are usually 
more effective when plain as any ornamentation may make them difficult to read. 
When ornamented tickets are used they should be alike and not of different designs 
as shown in the accompanying illustrations. 


The three tickets shown in illustration A. give prices only and should ‘be used when 
it is reasonably certain the prospective customer has a fair knowledge of the article 


as well as its value. In such cases the selling appeal must come from the price and ; family Se 
rinds 2 Ibs. 


the article itself. 


The ticket reading 99c. per bottle should be used when a number of bottles are dis- 
played, otherwise the words “A bottle” 


are superfluous. 


“Extra Quality $1.75” should be used only when it really applies to the article. 


will be a good policy to omit them unless the reasons are given. 


There are many articles with special features and selling points that the prospective 


customer does not know and this is 
where additional information is impor- 
tant. An old form of ticket is repro- 
duced in illustration A. reading “Meat 
Chopper, $2.75.” Anyone who does not 
know a meat chopper when they see 
one would hardly be interested in buy- 
ing one, so why waste all the space 
telling them what they already know? 
Omit the words Meat Chopper and use 
the space to tell something about it. 
See card number six, illustration A. 
It reads, “Family size, Grinds two 
pounds in one minute, including 4 
knives, Price, $2.75.” The only appeal 
on the first card is the price. The 
second gives some information about 
it. Which do you think is more ef- 
fective? 

Instead of the wording on card num- 
ber two, illustration A., we could say 
Family Scale, $2.50, but instead we use 
the space to tell something they do not 
know. The same thought is carried 
out in the tickets shown in illustra- 
tion B. Ticket number eight would 
ordinarily read $6.25 or Football, $6.25. 
Instead five selling points are given and 
another on Regulation Size could be 


included. 


Artractive 
OFFERING 
at 
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Illustration C. 
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] 2 Dependable 
Tools inan, © 
ethiatos Cage - 
Everyday Use 

Only 
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Illustration B. 


The card reading 12 dependable tools 
in an attractive case for everyday use 
suggests a convenient way of keeping 
them together instead of having them 
scattered in various places and hard to 
find when wanted. This card could be 
changed to read, 12 dependable tools 
in an attractive case making them easy 
to keep and find when wanted, for 
everyday use, $5.98. 


Ticket number three reading 
The 
words, Extra Quality, Special Value and similar phrasings are so much abused that it 





The Show Cards and _ tickets 
shown in illustration D. are orna- 
mented in fall colorings and 
come in sets of 20 assorted sizes, 
3% by 5 to 11 by 14 inches. May 
be ordered through the HARDWARE 
Ack at $1.25 a set postpaid. Kind- 
ly inclose check with order. 
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Illustration A. 


Card number ten should be used with 
a neatly arranged unit display of paint 
brushes. Card number eleven omits 
the words Electric Toaster and in- 
forms the customer it turns toast auto- 
matically, has a six foot cord and is 
priced at $4.50. There are many selling 
points that may be substituted for the 
ones given. Every article has its good 
points and the card should be written 
accordingly. The person writing the 
small cards should be able to determine 
whether the name of the article should 
be omitted as this suggestion will not 
apply in all cases. 


The two cards shown in illustration C. 
are for displays of articles specially 
priced for the occasion. When a spe- 
cial sale is announced for a day or a 
week it should be discontinued when 
the time is up. No card should be used 
at any time that is misrepresentative. 
If this policy is not followed, it will 
only be a short time before the public 
will begin to doubt the truthfulness of 
all cards. The other card Attractive 
Offerings is suitable for a small display 
of odd items that are to be closed out. 





Illustration D. 
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After Arousing Interest 
Comes the 


THIRD STEP: 
CREATING 
DESIRE S 


Third of a series by C. V. DAVENPORT 


4 


TRANSFORMING INTEREST TO DESIRE 


It is impossible to draw a sharp distinction between interest and desire. 
est, it does not always imply that he desires possession ; 


Because a prospect shows inter- 
we admire and are interested in many things 


that we do not desire to possess. Indeed! it often happens that no matter how keenly we may desire 


possession, we do not have the means for gratification. 
uses poor judgment in the merchandise he offers; 


Sales are sometimes lost becase the salesman 


it often happens that the price is beyond the prospect’s 


pocket-book. A more moderate priced article would have met with his approval; after desire for the 
higher priced article an inferior quality suffers severely by comparison, and it is difficult to land the sale. 


CREATING DESIRE 


By: Study of Human Nature 

By: Introducing the New 

By: Appeal to Unexpressed Need 
By: Overcoming Objections 

By: Appeal to Imagination 

By: The Demonstration 

By: Comparison with Other Goods 
By: Selling Value—Not Price 

By: Perseverance 


STUDY OF HUMAN NATURE 


The salesman who is a close student of human nature is able 
to build his selling arguments around the temperament and re- 
quirements of his customer. He must understand the merits 
of competing lines in order that he may draw comparisons 
favorable to his own goods. Knowing that selling is a mental 
transaction he creates a mental atmosphere that is pleasing to 
his customer; he does this by courteous attention; by definite 
information about his merchandise, its history, process of 
manufacture, etc., he knows its most vital selling points, and 
he plays them up to the imagination of his customer. 


INTRODUCING THE NEW 


Everybody is interested in the new. Everybody wants to know 
about it. That is, if they are curious or open-minded, and 
most people are one or the other. It is not difficult, therefore, 
to introduce new goods, which usually creates desire. Some- 
times it may not result in an immediate sale, but develops into 
a sale later. 


APPEAL TO THE UNEXPRESSED NEED 


Because the salesman lives so closely with his merchandise, he 
naturally has a much more familiar knowledge of it than have 
his customers. He should, therefore, be full of suggestions 
regarding it, which will prove most valuable to those whom 
he sells. In fact, many customers expect suggestions from the 
salesman for this very reason. Suggestive selling is just an- 
other way of saying, “Appeal to the unexpressed need, it 
creates Desire—Satisfy it, and make extra sales.” 


OVERCOMING OBJECTIONS 


Customers have confidence in the salesmen who thoroughly 
know their business, hence the salesmen should always be able 
to meet and overcome every objection; it often happens that 
he has sensed the customer’s doubts before he has had an op- 
portunity to express them. He answers every question readily 


and in a way to instill confidence in his advice. He perhaps 
cites personal experiences that he has had with other customers. 
Above all things, he does not talk too much, but listens courte- 
ously to every suggestion and affords the customer every chance 
to ask questions. 


APPEAL TO IMAGINATION 


There is no more effective way of making sales than by ap- 
pealing to the imagination of your customer. This you cannot 
do by simply showing your wares; you must paint a vivid 
word picture of the advantages to be obtained by the possession 
of your merchandise. Perhaps one of the most effective illus- 
trations of this appeal to the imagination is the Insurance 
Salesman; he paints a picture of the hardship and suffering 
that will inevitably follow unless his prospect is properly in- 
sured, and he graphically illustrates his arguments with actual 
happenings, thus playing on his prospect’s imagination. Culti- 
vate the voice with a smile and express yourself in the simplest 
language possible, avoiding at all times technical names and 
terms that might serve to confuse the customer. 


BY DEMONSTRATION 


Successful demonstration means more than presenting or 
merely showing the merchandise. It means featuring the vari- 
ous selling values by calling attention to them and explaining 
them. Make your demonstrations interesting, informing and 
convincing, and they will sell the merchandise. 


COMPARISON WITH OTHER GOODS 


A comparison that does not convince the customer and lead 
to decision falls short of its purpose. Make your comparisons 
interesting, informing and convincing, and they will sell the 
merchandise. 


SELLING VALUE—NOT PRICE 


The satisfaction that seals a sale depends mainly upon the 
value of the purchase to the customer. He may estimate value 
in terms of serviceability, durability or individuality, comfort 
or style. Selling value, not price, means, then demonstrating 
the merchandise so that the customer, realizing its value to him, 
desires to possess it. The price has not so far concerned him. 
Because it has been made so valuable to him, he expects to 
pay the price asked. Building or selling value is the creative 
salesmanship that shows real selling ability. It increases not 
only sales but selling power. 


PERSEVERANCE 


Never allow a customer to exhaust your patience. The longer 
you are able to keep him interested, the better your chances 
of arousing his desire. Show him that you are no longer 


interested, and your chances are surely gone. 
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CHIMANLAL DESAI & CO. lette, Gillette & McLaren, Inc.,| often profit to greater advan- 
SEEKING CONNECTIONS | Secretary. 


Chimanlal Desai & Co., Alice | 
Building, Hornsby Road, Fort 
Bombay, India, American man- 
ufacturers’ India, 
Burma and Ceylon, are seeking 
connections for bolts, nuts and 
rivets, including screws of all 
types for export market in In- 
dia, Burma and Ceylon. Due to 
the boycott of British goods in 
India, they feel that there is a 
large volume of business to be 
done in this line. 

The company, which has been 
in operation for the past five 
years, offers as_ references: 
Benjamin Whittaker, Inc., 114 
Liberty St., New York City; 
Parr Electric Export Corp., 77 
Warren St., New York City; 
Jordan B. Parsons Associates, 
Inc., 11 W. 42nd St., New York 
City; USL Battery Corp., 295 
Madison Ave., New York City; 
Warner Gear Co., Muncie, Ind., 
and Sargent & Co., 94 Centre 


agents for 





St., New York City. 


PORTLAND POT & KETTLE 
CLUB IS REORGANIZED 


The Portland Pot & Kettle 
Club has been reorganized, after 
a period of inactivity. Fifteen 
members of the old club at- 
tended the reorganization meet- 
ing, and agreed to seek new 
members. The first meeting 
and luncheon was held recently 
at the Multnomah Hotel. Meet- 
ings are to be held every Tues- 
day. James P. Cummings, 
Seattle, Wash., vice-president, 
the Associated Pot & Kettle 
Clubs of America, was one of 
the men most active in the re- 
organization of the Portland 
unit. Garrett M. Lowman, 
Harry C. Gleason and Kenneth 
Biles, of Seattle, Wash., E. B. 
Happoldt, Harry F. Hall, J. R. 
Rhodes and Charles G. Putnam 
of San Francisco, Cal., and 
W. S. McCune, Los Angeles, 
were also active in its reorgan- 
ization. 

The officers are: John Marks, 
Lipman, Wolfe & Co., presi- 
dent, Henry McKenzie, May 
Hardware Co., vice-president, 
Edward C. Hexter, Hexter & 





Co., treasurer and Glenn Gil- 


COMMERCE DEPARTMENT 
TO AID SMALL DEALERS 


(From Our Washington 
Bureau) 


Helping the small merchants 
to help themselves is the object 
of a “small business section 
just set up in the Domestic 
Commerce Division, Depart- 
ment of Commerce. The sec- 
tion will cooperate with mer- 
chants who do not have the fa- 
cilities to work out their own 
problems. 

The development of this sec- 
tion is accepted as another evi- 
dence of the growing coopera- 
tion between the government 
and the small business man. In 
the past about the only contact 
that thousands of merchants 


have had with the government | 


was as an agency of taxation 
and law 
was pointed out, 
rapidly increasing number who 
are finding that many of the 
functions of the 
are designed to help them in 
their everyday business prob- 
lems. Approximately 43,000 in- 
quiries, many of which came 
from small merchants or citi- 
zens planning to engage in busi- 
ness, were received by the Do- 
mestic Commerce Division in 
1929 and it is evident that this 
number will be surpassed in 
the current year. 
ies have concerned many sub- 
jects with which the Division 
deals. Such matters as chain 
stores, advertising, stock con- 
trol, credit extension, manufac- 
turing, training of a retail sales 
force, and retail store prob- 
lems, some of which have been 
treated in literature issued by 
the Division, have been inquired 
about. 

H. C. Dunn, chief of the Di- 
vision, pointed out that in some 
localities at least nearly one- 
third of the retailers are doing 
less than $5000 worth of busi- 
ness each year. Information 
collected indicates that perhaps 
79 per cent of all the retailers 
are operating what might be 
termed small businesses. 

Mr. Dunn is of the opinion 
that “it is the so-called little 
fellow in business who can 


enforcement, but as | 
there is a| 


government | 


These inquir- | 


‘tage from governmental assis- 
tance of the type outlined and as 
a result special efforts are made 


all requests of this kind.” 

An examination of the rec- 
ords of the morgue of business 
failures, according to Mr. 
Dunn, shows that mismanage- 


percentage of commercial 
deaths. 
develops a much greater range 
of information will be available 
to the business man to assist 





FOLEY, SALES MANAGER 
| BIRTMAN ELECTRIC CO. 


B. R. Foley, former repre- 
sentative in the Ohio territory 
of Birtman 








B. R. FOLEY 


Fullerton Ave., Chicago, IIl., 
was recently made sales man- 
ager of the organization. Mr. 
Foley will assist E. F. Mulhern, 
vice-president of the organiza- 
tion, and will relieve Mr. Mul- 
hern of a great deal of trav- 
eling. 


FROM SUPPLY HOUSE 


signed from the McLaughlin 
Mill Supply Co. Inc. 274 
Michigan Ave., Hammond, Ind. 
L. Freeman, secretary of the 
concern, who made the an- 
nouncement, states that there 
has been no change made in 
the firm name. 
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to provide detailed answers to | 


ment is the cause of the greater | 


As the Division’s work | 


him in avoiding these mistakes. | 





Electric Co., 4140 | 





| organization. 





R. C. McLaughlin has re- 





BISSELL IS PRESIDENT 
BISSELL CARPET SWEEPER 

M. R. Bissell, Jr., for many 
Bissell 
Grand 


years vice-president, 


Carpet Sweeper Co., 


| Rapids, Mich., has been made 


succeeding F. M. 
death occurred 
Bissell is now 


president, 
Deane, whose 
recently. Mr. 





M. R. BISSELL, JR. 


active head of the concern 
founded by his father, in 1876. 
Mrs. M. R. Bissell, Sr., con- 
tinues as chairman of the board 


with T. W. Williams as vice- 
president and B. H. Vander- 
| mass as secretary. S. C. Rap- 


ley, treasurer, has been made a 
director. J. W. Scott has been 
formally made advertising man- 
ager, duties of which office he 


| has performed for many years. 


He now has charge of sales, in 
addition. 
It fs announced that the same 


| general organization will con- 


tinue the present policies of the 
The company re- 
ports a very satisfactory busi- 
ness so far this year, as com- 
pared to the general level. 


McLAUGHLIN RESIGNS); NUTMEGGERS WILL MEET 


SEPT. 10, IN HARTFORD 


The first meeting of The Nut- 
meggers for the coming season 
will be held at the City Club 
in Hartford, Conn., Wednesday, 
Sept. 10, at 6:30 p. m. Secre- 
tary-treasurer G. L. Cobleigh 


announces that it is the open-' 


ing gun of a snappy fall series 
of interesting meetings. 


es 


aus 
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FLETCHER NEW CHAIR-| W. E. BOCKMON CON. | 


| TROLS BAUER POTTERY | 
| East devoted to the manufac- 


| ture and fabrication of steel 


MAN OF TARIFF COMMIS- 
SION 

Henry P. Fletcher, Green- 
castle, Pa., who has been ap- 
pointed by President Hoover as 
chairman of the Tariff Com- 
to be reorganized 
under the Hawley-Smoot act, 
is looked upon by the President 
as being well qualified for the 
position. The President pointed 
out that the long experience of 
Mr. Fletcher in the diplomatic 
service has “entailed careful 
analysis of economic, trade and 
in connec- 


mission, 


financial problems 
tion with the United States in 
all parts of the world.” 

There remain five other ap- 
pointments to the commission, 
to be made by Sept. 16. It is 
reported, however, that two of 
the present members, Chairman 
Edgar B. Brossard of Utah and 
Alfred P. Dennis of Maryland, 
will be reappointed. 

Mr. Fletcher was born 
Greencastle in 1873 and was ed- 
ucated at Chambersburg Acad- 
emy, Chambersburg, Pa., and 
at Lafayette College, Easton, 
Pa. He practiced law until 
1898, when he joined the Roose- 
velt Rough Riders in the Span- 
ish-American War. He served 
also during the Philippine in- 
surrection. 

Entering the foreign service 
in 1902, Mr. Fletcher became 
secretary at Havana, then at 
Lisbon, and next at Peking. In 
1909 he was appointed minister 
to Chile, and later was ambas- 
sador to that country. He 
served as ambassador to Mex- 
ico from 1916 to 1920, resign- 
ing to become Under-Secretary 
of State. He went to Belgium 
in 1922 as ambassador and 
later served in that capacity in 
Italy, resigning in 1929. 


in 


A. R. ALMQUIST PASSES 

Arthur R. Almquist died Au- 
gust 2, as a result of internal 
ailments. For many years he 
was associated with Col. E. E. 
Lucas, in the Pacific Northwest 
Hardware & Implement Ass’n. 
More recently he represented 
the Federal Hardware & Imple- 
ment Mutual. He had been a 
resident of Spokane, Wash., for 
the past 42 years. Mr. Alm- 
quist, who was a native of Min- 
nesota, is survived by his wife, 
a son, a daughter, three sisters 
and a brother. 


| COMPANY 


| W. E. Bockmon has returned 
|to the J. A. Bockmon Pottery 
| Co., Los Angeles, Cal., after a 
retirement, from the company 
of three years. Prior to his 
retirement he had manufactured 
a line of stoneware, flowerpots 
and pottery in Los Angeles for 
20 years. He has announced 
that the lines have been in- 
creased, particularly in colored 
art pottery. The concern is lo- 
cated at 415 W. Ave. Los 
Angeles, Cal. 


J. C. ANAWALT PASSES 


J. C. Anawalt died recently 
in Los Angeles, Cal. from heart 
failure and internal disorders 


at the age of 56. For 17 years 
he had lived in the West. In 
1924 he retired as Far West rep- 
resentative of the O-Cedar 
Corp., Chicago, Ill. Previous 
to his residing in the West he 
had represented the O-Cedar 
concern in Pennsylvania and 
New England states. From 
1913 until his retirement he 
lived and worked in the West. 

Mr. Anawalt, who was a na- 
tive of Maryland, is survived 
by his wife. 


IGOE BROS. CELEBRATE 
35TH ANNIVERSARY 


On Wednesday, Aug. 20, 
Peter Igoe was host to a select 
company of business friends, 
family and associates at the 
Clearview Golf and Country 
Club, Whitestone, L. I. The 
occasion was the 35th anniver- 
sary of the establishment of 
the firm of Igoe Brothers, 
manufacturers and jobbers of 
wire, nails and hardware spe- 
cialties, Brooklyn, N. Y. 

The guests, numbering 35, 
one for each year of the busi- 
ness, gathered at the main office 
in Brooklyn and embarked on 
Andrew Igoe’s fast motor yacht, 
“Scout 2,” for the trip to 
Whitestone. At the club most 
of the guests enjoyed a round 
of golf, and at 6.30 p. m. sat 
down to a shore dinner. An 
enjoyable evening of entertain- 
ment and reminiscences of the 
early days followed. 

The firm of Igoe Brothers 
started on Aug. 20, 1895, in a 
small way at North Tenth 
Street and Driggs Avenue, 
Brooklyn. Today, besides the 
general office and main ware- 
house occupying the block front 
on Kent Avenue, from Metro- 
politan Avenue to North Third 














Street, Brooklyn, they have one 
of the largest plants in the 


and wire products. This plant 
is located at Newark, N. J. 
There are also three branch 
warehouses in the Metropolitan 
district, located at 537 Green- 
wich Street, New York City, 
Hollis, N. Y., and Asbury 
Park, N. J. 

The surviving members of 
the firm are the five Igoe 
brothers, Thomas, Peter, An- 
drew, James and Joseph, and 
John Cooney, a brother-in-law. 


JAROS TO CONDUCT 
NEW PROMOTION SERVICE 


Ernest S. Jaros has resigned 
as sales promotion manager of 
The M. O’Neil Co., Akron, 
Ohio, one of the May Depart- 
ment Stores Co. branches, effec- 
tive Oct. 1. He will personally 
conduct a new promotion ser- 
vice on a copyrighted plan, for 
manufacturers selling to depart- 
His office will be 
in the Times-Press Building, 
Akron, Ohio, where he will 
shortly build an organization 
for carrying on this new work. 

For nineteen years Mr. Jaros 
was connected with F. & 
R. Lazarus & Co., Columbus, 
Ohio, as advertising manager, 
later as sales promotion mana- 
ger. Prior to that he was en- 
gaged in advertising agency 
work in New York City. He 
was one of the founders of the 
Advertising Club of Columbus, 
which he served for many years 
as secretary and president. Mr. 
Jaros has been prominent in the 
publicity activities of the Re- 
tailsResearch Association ever 
since its inception. 


ment stores. 


A. E. GLAZE REPRESENTS 
WITCHELL - SHEILL CO. 


Alden E. Glaze, 121 2d. St. 
San Francisco, Cal., has been 
appointed Pacific Coast repre- 
sentative of the Witchell-Sheill 
Co., Chicago, Ill., manufacturers 
and distributors of athletic 
shoes. The Witchell-Sheill Co. 
was recently merged with the 
Athletic Shoe Co., making these 
two Chicago firms, into one of 
the largest distributors and 
makers of athletic shoes in the 
United States. Officers of the 
merged concern are: president, 
Arthur Berg, vice-president, 
A. E. Sheill, treasurer, I. M. 
Shapiro and secretary, J. A. 
Sheps. 


-ter. 





E. D. ADAMS, DRAKE 
HARDWARE OFFICIAL, 
DIES AT 73 


Edwin D. Adams, vice-presi- 
dent and secretary, Drake 
Hardware Co., Burlington, 
Iowa, wholesale hardware dis- 
tributors, died Aug. 22 after an 
illness, which prevented his ac- 
tivity in business since last 
December. He was born in 
Canajoharie, N. Y., Nov. 23, 
1856, the son of an old New 
England family. All of his 
business career was spent in 
the hardware business. 

After leaving business college: 
hé went into the employ of the 
former Vielie Wholesale Hard- 
ware Co., now the Albany- 
Hardware & Iron Co., Albany, 
N. Y., with which concern he 
made rapid advancement. He 
left the Vielie organization to. 
join Lyman H. Drake, in 1888. 
In 1891, when the Drake or- 
ganization was _ incorporated,, 
Mr. Drake, its founder, retired, 
and Mr. Adams was one of the- 
group who incorporated the 
concern. 

Mr. Adams is survived by 
his wife, a daughter and a sis- 
He was an active member 
of the chamber of commerce, 
Elks, golf club and other or- 
ganizations in Burlington. 


McFARLING IS AGENT 
FOR MANUFACTURERS 


W. L. McFarling, former 
sales manager, Kokomo. 
Stamped Metal Co., Kokomo, 
Ind., has opened offices as a 
manufacturer’s agency at 1312 
First National Life Building, 
St. Louis, Mo. He is covering 
Illinois, Missouri and Kansas, 
for the Kokomo Stamped Metal 
Co., Kokomo, Ind., G. B. Lewis 
Co., Watertown, Wis. toy 
manufacturers and Terre Town 
Toy Tradesmen, Terre Haute, 
Ind., manufacturers of play 
houses. 

He is available for other 
lines in the same territory. 


ERICKSON IS MANAGER, 
MAYER HARDWARE 


Victor L. Erickson, is now 
general manager of the George 
Mayer Hardware Co., Denver, 
Colo., wholesale hardware dis- 
tributors. For 15 years he was 
with L. Gould & Co., Chicago, 
Ill. wholesale distributors. The 
last ten years of his affiliation 
with the Gould concern he was 
sales manager. Mr. Erickson 
was connected with the J. R. 
Clark Co., Minneapolis, Minn., 
until May of this year. 
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_WESTINGHOUSE APPOINTS | 
DOHNER ART DIRECTOR 


Incorporation of artistic 
beauty into industrial machinery 
is being undertaken in a sys- 
tematic way by the Westing- 
house Electric & Mfg. Co., East 
Pittsburgh, Pa. While the gen- 





DONALD R. DOHNER 


eral form and appearance of 
smaller electric appliances has 
long been the subject of con- 
siderable attention on the part 
of manufacturers, the action of 
the Westinghouse company in 
applying esthetic principles to 
larger units of equipment, which 
have heretofore been constructed 
purely from a utilitarian point 
of view, is considered something 
of an innovation. 

In the development of this ac- 
tivity the company has engaged 
Donald R. Dohner, recently in- 
structor in design in Carnegie 
Institute of Technology, . Pitts- 
burgh, as director of yart. It 


will be Mr. Dohner’s task to | 
work in conjunction with the | 
engineering department in de- 
signing machines and equipment 
so that they will have grace 
and symmetry as well as me- 
chanical perfection. 











COOK RESIGNS FROM 
WARNER & SWASEY CO. 


A. C. Cook, vice-president, 
Warner & Swasey Co., Cleve- 
land, Ohio, manufacturer of 
turret lathes, has resigned, as 
of Sept. 1. Mr. Cook has been 
with the company for 29 years. 
At one time he was manager of 
the New York sales offices. 
Later he was general manager 
of sales and then representative 
of the concern in Europe for a 
few years. His plans for the 
future will be announced later. 





CONTINENTAL CAN CO. 
BUILDS NEW PLANT 


Completion of the new plant 
of the Continental Can Co. at 
Camden, N. J., is scheduled for 
the early spring. The site for 
the new plant has been cleared, 
and construction will begin at 
once. The works will employ 
nearly 600 men and have a total 
floor space of 1,250,000 sq. ft 
and be one of the largest of the 
35 plants of the company. The 
Camden plant will produce 
open-top cans for the packing 
of fruits, vegetables, soups, etc. 
The plant is located near areas 
which produce many crops for 
canning, such as peas, tomatoes, 





peaches and the like. 





Spahr and Eider Win Eighth Annual 


Alvan T. Simonds 


The eighth annual Alvan T. 
Simonds economic contest of 
1929, which closed on Dec. 31 
of that year, was won by Wal- 
ter Earl Spahr, Bellerose, L. L., 
Ph.D., professor of economics 
and chairman of the department 
of economics of the School of 
Commerce, Accounts and Fi- 
nance, New York University. 
Ivan W. Elder, managing edi- 
tor of the North Pacific Banker, 
Portland, Ore. won the sec- 
ond award. 

Professor Spahr was awarded 
$1,000, and Mr. Elder was given 
the second prize amounting to 
$500. Honorable mention was 
awarded to Helene Elizabeth 
Ham, 333 East 43rd Street, 
New York City. Judges were 
Dr. Davis R. Dewey, professor 
of economics, Massachusetts In- 





Economic Contest 


stitute of Technology, and John 
G. Thompson, assistant to the 
president, Simonds Saw & Steel 
Co., Fitchburg, Mass. Most of 
the essays were submitted from 
the United States, but excellent 
entries were received from Ha- 
waii, Japan, India, South Af- 
rica, England and Scotland. 
Professor Spahr taught eco- 
nomics at Dartmouth College 
and Columbia University before 
going to New York University. 
He has published several no- 
table magazine articles as well 
as the article in the new Ency- 
clopedia Britannica on “The 
Stockbroker in the United 
States,” and is joint author with 
R. J. Swenson of “Methods 
and Status of Scientific Re- 
search with Particular Applica- 
tion to the Social Sciences.” 





National Industrial 


Conference Board 


Reports on Foreign Trades Here 


“The doctrine of isolation, al- 
though still popular as a politi- 
cal sentiment, is no longer prac- 
ticable nor desirable economical- 
ly,” declares the National In- 
dustrial Conference Board, 247 
Park Avenue, New York, in a 
study just completed entitled 
“The Trend in the Foreign 
Trade of the United States.” 

Despite its abundance of nat- 
ural resources, the United 
States in future must increas- 
ingly look to foreign countries 
for raw material for certain of 
its industries. Concerning the 
future requirements of the 
United States for the raw prod- 
ucts of foreign countries, the 
Conference Board says: “The 
rapid progress of our industrial 
development, which is_ based 
upon the abundant resources of 
the United States, entails, 
nevertheless, increasing require- 
ments for materials which we 
do not produce, such as rubber 
for automobile tires and silk for 
clothing. For the supply of 
some of these commodities, the 
United States relies chiefly upon 
the enterprise and ingenuity of 
the peoples that produce them. 
For other commodities, the ex- 
pansion of the supply in the 
producing countries has been 
brought about under the stimulus 
of outside leadership.” Some 
products, notably copper and pe- 
troleum, are brought in merely 
for refining and re-export to 
foreign markets. A growing do- 
mestic demand, coupled with ex- 
haustion of the best of the do- 
mestic supply might result in 
loss of export markets for these 
latter commodities if domestic 
production were not supple- 
mented from outside sources. 
Industrialists in the United 
States are turning actively to 
the problem of insuring for 
themselves supplementary for- 
eign sources of supply. 


| The Conference Board fore- 
| sees a possible shift in future 
| in the kinds and amounts of 
commodities imported. Of this 
aspect of the question the re- 
port states: “Some changes in 
the relative importance of the 
specific materials imported may 
be expected, owing either to 
price changes or to changes in 
quantities required. With Eu- 
rope’s shift to Africa and Chile 
as sources of supply for cop- 
per, imports of copper into the 
United States for refining and 
re-export may not_ increase. 
Chile’s sodium nitrate will meet 
growing competition from syn- 
thetic nitrogen fertilizers in the 
United States market as in the 
European. 

“The expansion in imports 
from Asia during the past two 
or three decades has been due 
lergely to the increase in our 
requirements of silk and rubber. 
If imports of silk in terms of 
total value do not continue to 
grow, and if an increasing share 
of our rubber requirements is 
supplied from sources other 
than the East Indies, it seems 
probable that the past trends 
will be modified and the increase 
in the share of imports from 
Asia will be less rapid, although 
our requirements for tin, jute, 
short staple Asiatic cotton, car- 
pet wool and tobacco may part- 
ly offset the retardation in the 
larger items. 

“Owing partly to the slower 
increase of imports from Europe 
and Asia, and partly to a steady 
rise in imports from Latin 
America, especially if the petro- 
leum resources of Colombia and 
Venezuela are developed, we 
may expect a return to the share 
of our trade represented by 
Latin America before the war, 
while imports from Canada, in 
terms of value if not in vol- 





ume, “will remain about con- 
stant.” 





$1,000,000 FOR EXPANSION 
OF REPUBLIC STEEL 


The Republic Steel Corpora- 
tion shortly will start work on 
the $1,000,000 expansion pro- 
gram for the open-hearth de- 


partment of its Youngstown 


works. This plant now has 15 
open-hearth furnaces, all but 
two of which are of 85-ton 
capacity. The 13 smaller fur- 
naces will be enlarged to 110- 
ton capacity. The monthly 
capacity of the open-hearth 
division will be increased from 
2,000 to 95,000 tons. 





GULF STATES STARTS 
NEW SHEET MILL 


Commercial operations are 
being started at the new sheet 
mill recently completed by the 
Gulf States Steel Co., at Ala- 
bama City. The mill was de- 
signed for a capacity of around 
7000 tons a month, but the 
maximum capacity is expected 
to run as high as 10,000 to 11,- 
000 tons a month. It is de- 
signed to make black, blue an- 
nealed and galvanized sheets, 
including crimped or corru- 
gated roofing and siding. 
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Detroit More Cheerful as Motor Car 


Plants Resume Production 


OW that many automobile man- 
N ufacturing plants are back in 

production, even though on a 
curtailed basis, the general tone of 
the industry is better than a week 
ago. Ford is going ahead on a four- 
day week schedule, pushing its output 
back toward the level which prevailed 
prior to the three weeks’ halt in activ- 
ities. Chevrolet’s August business is 
expected to be practically on a par 
with that of July. In fact, one report 
states that orders on hand at the be- 
ginning of the month were larger than 
on July 1. Shipments by Studebaker 
in August are likely to be the best 
this year. About 5500 cars were made 
in July, and the schedule this month 
is said to call for a 50 per cent in- 
crease. The public’s response to the 
announcement of the Chrysler eight 
is declared to have been a piling up 
of a gratifying volume of orders. 
Buick is understood to have shipped 
15,000 to 16,000 eight-cylinder cars in 
July, with the August program set at 
20,000. 

Some of the other makers, how- 
ever, are not so active. Hudson-Es- 
sex’s position remains relatively weak, 
with retail demand light. Willys- 
Overland is counting on an output of 
7000 cars this month. Reo is prepar- 
ing to bring out an eight-cylinder 
model, while Gardner will announce 
its 1931 line in a few days. The 
Dodge factory is said to have been 
down to 700 to 800 cars a week, with 
the plant open only two days. The 
Auburn company expects to put out 
close to 800 cars in August at Auburn 
and Connersville, about 170 of which 
are Cord front-wheel drives. Pierce- 
Arrow is planning production of 600 
to 700 cars and Peerless 600 this 
month. Hupmobile is turning out ap- 
proximately 500 cars a week. Olds- 
mobile-Viking opened its plant this 
week after a vacation period. The 
White Motor Car Co. at Cleveland 
closed last Saturday for two weeks. 


July Output 275,298 Units 


The National Automobile Chamber 
of Commerce unofficially places July 
automobile production in the United 
States and Canada at 275,298 cars 
and trucks, compared with 350,656 
in June and 518,301 in July last year. 
This is a somewhat better showing 
than many had expected. Indications 


are that output this month will run 
slightly ahead of that of July. As 
the plants which have been closed get 
into full swing, operations will be 
stepped up until the weekly rate near 
the end of August should be consider- 
ably higher than now. However, it 
must be admitted that this statement 
is predicated on several uncertain 
factors. The industry is in an excel- 
lent position as regards stocks in 
hands of dealers, and the volume of 
used cars is not excessive. Therefore, 
improvement in retail sales will be 
felt immediately by the factories. But 
the big question is whether people are 
in the mood to buy. Unemployment 
has at least temporarily made it im- 
possible for some to invest in auto- 
mobiles; others have seen their in- 
comes shrink alarmingly this year and 
therefore are cautious about expendi- 
tures. Then the conservative note 
which rules on all sides exerts a re- 
straining influence. 

At the moment a new disturbing 
cloud is the nation-wide drought. The 
distress which it is bringing to many 
parts of the country is likely to re- 
duce further the ability of people to 
buy automobiles. Since a considerable 
portion of the market for low-priced 
cars, especially Fords and Chevrolets, 
is in the rural districts, the present 
dry spell is bound to hamper the re- 
covery in retail demand. Few auto- 
mobile executives are venturing opin- 
ions on what awaits the industry in 
the next few months. They realize 
that they may not be able to get a 
clear picture until general business 
indicates more definitely its future 
course. 


General Motors Truck Engines Made 
at Pontiac 


Six-cylinder, valve-in-head engines 
heretofore made by the Buick Motor 
Car Co. for General Motors trucks, 
coaches and cabs will be manufactured 
in the future by the General Motors 
Truck Corporation at Pontiac, Mich. 
During the many years that Buick 
concentrated on turning out a six- 
cylinder car, these engines were made 
at the Buick factory at Flint, Mich., 
but now that Buick has graduated into 
the eight-cylinder class, continued 
production of the six-cylinder engine 
does not fit so well into its plans. 
Therefore, the machinery and other 


equipment for its manufacture have 
been transferred from Flint to Pon- 
tiac, and with them goes a group of 
employees and their families. The 
General Motors Truck Corporation 
has purchased the surplus of Buick 
six-cylinder engines following the 
change of Buick to an eight, and 
about a third of the company’s Rapid 
Street plant in Pontiac will be given 
over to the new unit. This most re- 
cent change concentrates in Pontiac 
virtually all of the manufacturing 
operations required in turning out 
General Motors commercial vehicles. 


Durant Reorganizes 

Apparently a reorganization is the 
order of the day in Durant Motors, 
Inc., at Lansing, Mich. The chairman 
of the board, president and vice-presi- 
dent have resigned after a visit of 
W. C. Durant to the factory. Sales 
of the company’s cars have lagged 
far behind those of other companies 
in the same price bracket, and it had 
become noticeable to observers that 
something must be done to revive the 
flagging interest of the motor public. 
It is understood that announcements 
of reorganization plans will be made 
shortly. While in Lansing, Mr. Du- 
rant is said to have gone about in a 
tiny French car and one report going 
the rounds credits European motor 
car builders with having become allied 
with him in the operation of the Lan- 
sing factory. 


Plymouth Goes in for Radio 

Chrysler is reported to be highly 
pleased with the reception which 
its new line of eights has received. 
‘vhe Chrysler people seem willing to 
pioneer in some thing which other 
automobile companies hesitate to take 
up. For instance, any closed Ply- 
mouth model will be wired for radio 
free of charge at the request of the 
buyer when the car is purchased, and 
the Transitone radio, made by the 
Automobile Radio Corporation, will be 
installed at a comparatively moderate 
cost. Arrangements have been made 
whereby these radios will be serviced 
by some 22,000 Willard battery sta- 
tions in all parts of the country as 
well as by all Plymouth, De Soto and 
Chrysler dealers. In the opinion of 
some automobile makers, Plymouth is 
stealing a march on its competitors 


(Continued on page 66) 
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Westinghouse Revises 
Mazda Lamp Discounts 


The Westinghouse Lamp Co., has an- 
nounced a new mazda lamp sales plan 
which became effective September 1. 
The important changes, in brief, are as 
follows: 

1. Ten per cent discount on six or 
more lamps sold at retail. 

2. Increase in standard package, fac- 
tory packed, discount from ten per cent 
to fifteen per cent. 

3. Standahd Package defined as factory 
packed package. 

4, Primary purchase contract estab- 
lished. 

5. Increase in discount to contract 
purchasers. ‘ 

6. Increase in basic compensation of 
probationary agents. 

7. Primary retail agency contract es- 
tablished. 

8. Increased basic compensation of the 
smaller regular retail agents. 

This enables the dealer to sell cartons 
of six 25, 40, 50 or 60 watt lamps at 
$1.08, in lieu of the $1.20 price which 
has prevailed in the past. 





Revenue Freight Loadings 
Increased for Week Ended 
Aug. 16 


Loadings of revenue freight for the 
week ended Aug. 16, were 922,823 cars, 
according to the American Railway As- 
sociation. 

This was an increase of 18,666 cars 
over the preceding week, but a reduction 
of 179,744 cars below the same week in 
1929. It also was a decrease of 135,086 
cars below the same week in 1928. 





Commodity Prices in July 
Were Lowest Since 1916 


Wholesale prices of commodities, re- 
ported by the United States Bureau of 
Labor Statistics, had an index of 84 in 
July, compared with 86.8 in June, and 
with 98 in July, 1929. The most recent 
figure is the lowest which has been re- 
corded since 1916. 

Except for housefurnishing goods, all 
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Trade Sentiment Shows 
Improvement 
New York, Sept. 3.—Consider- 


able improvement in the general 
trade sentiment prevailing in the 
leading hardware markets has been 
recently reported. Wholesalers and 
retailers alike, appear to have a more 
optimistic feeling over prospects for 
a fairly healthy Fall demand. Ample 
tainfall has relieved the drought in 
most sections and several other 
lesser factors have shown indica- 
tions of improvement, which have 
served to brighten the outlook. 

Current orders have not increased 
in proportion to the better senti- 
ment, as yet, but the return of con- 
fidence is expected to exert a help- 
ful influence in this direction within 
the next few weeks. 

Stocks, as a rule, are very low. It 
is estimated, in fact, that they are 
about 25 per cent below normal for 
this period of the year. This would 
seem to lend credence to the belief 
that the Autumn demand will be 
quite heavy when it materializes. 

Declines, averaging about 10 per 
cent have taken place since the first 
of the year, but present prices are 
holding fairly firm. Some hard- 
ware lines are selling at pre-war 
price levels. Other highly competi- 
tive merchandise has been offered 
at less than the cost of its manufac- 
ture. 

The credit situation is somewhat 
“spotty” in character, with collec- 
tions rated good in some sections 
and fair in others. The average 
may be considered as satisfactory. 





of the principal groups showed declines, 
some of them drastic. Metals and metal 
products dropped from 95.4 in June to 
94.3 in July. This was brought about by 
a drop of one point in iron and steel, 4.6 
points in nonferrous metals and a small 
fraction in agricultural implements. 





Retail Hardware Turnover 
2.4 Times, According to Survey 
(From Our Washington Bureau) 


Interviews with 477 hardware retailers 
in the Gulf Southwest in connection with 
a survey made by representatives of the 
Domestic Commerce Division, Depart- 
ment of Commerce, show an average 
turnover of 2.4 times per year, accord- 
ing to a preliminary analysis. The 
States embraced in the study include 
Arkansas, Louisiana, Mississippi, Mis- 
souri, Oklahoma, Texas and _ western 
Tennessee. The turnover, according to 
Domestic Commerce, is arrived at by 
dividing the cost of goods sold during 
the year by the average inventory at cost 
price. Results of the survey are being 
completely tabulated and it is hoped to 
send the full report to the government 
printing office early in September. 

The preliminary analysis shows the 
assets and merchandise inventory per 
dollar of sales for the several States and 


region as follows: 
Merchandise 
Assets per inventory 
dollar of _ per dollar 


State sales of sales 
PUREE Sai 50 dSlady tice sais $0.75 $0.36 
rer recess .76 .33 
EINE, oo ciciww se eaiceae 74 sae 
pe ae ee -62 30 
CORUNA 66. 00 bo nde Pt 31 
Tennessee (Western) .... .64 -32 
i aS ee 66 31 
Gulf Southwest ......... 63 31 


Population of New York 
Now Placed at 6,981,927 


New York City has a 1930 population 
of 6,981,927, a gain of 1,361,879, or 24.2 
per cent over 1920, according to revised 
figures announced by the Census Bureau. 

The population of Manhattan of 1,872,- 
145 showed a decline of 18 per cent as 
this borough became more than ever a 
business center and as _ householders 
moved to outlying districts. 

Queens borough showed the largest 
increase. The population was 1,079,357, 
an increase of 130.1 per cent since 1920. 
The population of other boroughs and 
percentage of increases were: 

Bronx, 1,266,506, 42.2 per cent; Brook- 
lyn, 2,604,549, 29 per cent; Richmond, 
159,370, 36.8 per cent. 
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Business in Iron and Steel 
Shows a Slight Improvement 


Business in iron and steel has shown 
only a slight change for the better, but 
sentiment in the trade, though chastened 
by the protracted depression, is cauti- 
ously more hopeful. The passing of pes- 
simism engendered by the drought, scat- 
tered evidences of greater interest on the 
part of steel buyers and additional ad- 
vances in scrap prices are among the 
factors that are influencing current ap- 
praisals of the future. It is true that 
the industry, in its present conservative 
mood, can see little chance for a marked 
recovery in business this year, but there 
is growing adherence to the belief that 
the autumn months will at least bring 
some measure of seasonal improvement. 

In view of the inconsequential change 
in actual mill bookings, no general up- 
turn in steel plant operations is yet mani- 
fest, but gains exceed declines and aver- 
age ingot output for the country at large 
has risen to 54 per cent, compared with 
53 per cent last week and 52 per cent a 
fortnight ago. 

Prices of finished steel have undergone 
further declines, although it is note- 
worthy that both buyers and sellers are 
beginning to think in terms of longer 
commitments. Some large consumers 
are attempting to close contracts for as 
long as a year ahead at present market 
quotations. Mills, on the other hand, are 
reluctant to obligate themselves beyond 
the end of the quarter, and at least one 
producer has notified customers that- it 
will advance prices on bars, shapes and 
plates Sept. 15. 

Tin plate specifications, following more 
definite information on the extent of 
drought damage, have shown a spurt and 
shipments by the leading producer during 
the week were of record proportions. 

Road machinery manufacturers are 
also reported to be taking more steel, 
and business from the oil and gas indus- 
try is holding up. A Youngstown mill 
has booked 35,000 tons of electrically 
welded pipe for a gas line from Kentucky 
to Indiana points, and prospective work 
indicates that the construction of a na- 
tional pipe line network will prove a 
strong support to the steel industry for 
at least another year. 

THE Iron AGE composite price for 
finished steel fell to 2.142c. a lb. from 
2.156c. last week. The pig iron com- 
posite price remains at $16.88 a gross ton. 


Only Two Per Cent of Population Were Unemployed 
Says U. S. Census Bureau In Preliminary Report 


Unemployment in the entire continental 
United States in April totaled 2,508,151 
or 2 per cent of the total population of 
the United States, 122,698,190, accord- 
ing to preliminary returns of the Bureau 
of the Census. The number of unem- 
ployed includes those “without a job, able 
to work, and looking for a job.” This 
group constitutes by far the major part 
of the total number of unemployed. 

It was explained, however, that re- 
turns were made on the unemployment 
schedule for six other classes of persons 
not at work on the day preceding the 
enumeration. As soon as the tabulation 
can be completed, figures for the remain- 
ing classes will be published. These pre- 
liminary returns for the entire United 
States tally closely with percentages 
shown in an announcement on June 26, 
which covered a little less than one- 
fourth of the population. 

The bureau said the percentages of 
unemployment shown by States are based 
on the total population rather than on 
the number of gainful workers, because 
the total population figures are now avail- 
able and the gainful worker figures are 
not. Percentages based on the number of 
gainful workers will be made public as 


soon as the necessary information can be 
tabulated. 

Meanwhile, said the bureau, it may be 
noted that the number of gainful work- 
ers is probably not far from 40 per cent 
of the total population of the United 
States. The ratio in 1920, it was added, 
was 39.4 per cent varying as between 
States from 32 in North Dakota to 48.5 
in ‘Nevada. 

Percentages of unemployment given 
for the different States range from 0.5 
per cent of the total population, in South 
Dakota and Mississippi, to 3.2 per cent 
in Rhode Island and New Jersey and 3.3 
per cent in Michigan, the unemployment 
in the latter State being given as 160,506. 
New York State unemployment was 
given as 364,617, or 2.9 per cent; Illinois, 
236,926, or 3.1 per cent; Pennsylvania, 
211,877, or 2.2 per cent; Ohio, 168,277, 
or 2.5 per cent, and Massachusetts, 115,- 
987, or 2.7 per cent. 

Complete tabulation of the unemploy- 
ment returns will include a classification 
by sex, age, color, etc., occupation and 
industry, the number of weeks each has 
been out of work and the reasons. given 
for being out of work or for losing a 
job. 





Week’s Prices Average Was 
82.8 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on Aug. 24 that wholesale 
commodity prices for the week ended 
Aug. 23, based on Dun’s quotations, av- 
eraged 82.8 per cent, according to the 
New York Journal of Commerce. 

The purchasing powet of the dollar 
on a 1926 basis of 100c. was 120.8c. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
76.3. 

The Italian index on the revised 1926 
basis for the week ended Aug. 16 was 
61.6. 





Orders for Electrical Goods Declined During 2nd Quarter 


New orders booked during the second 
quarter of 1930, as reported to the De- 
partment of Commerce by eighty-one 
manufacturers of electrical goods, were 
$276,756,039, as compared with $298,- 
733,208 for the first quarter of 1930 and 
$340,863,112 for the second quarter of 


1929. The following totals of bookings 
for each quarter since the beginning of 
1925 include motors, storage batteries, 
domestic appliances, and industrial equip- 
ment, and are presented, not as a com- 
plete statement of the industry, but as 
probably sufficiently representative. 


Quarter 1925 1926 1927 1928° 1929 1930 

First .sscos $227,767,511 $255,917,883 $235,883,303 $237,508,001 $322,424,619 $298,733,208 
Second .... 222,056,45 240,855,953 229,353,332 245,520,801 340,863,112 276,756,039 
co aa 225,184,732 233,873,171 228,610,346 264,466,257 i ere 
Fourth .... 237,225,521 251,442,991 232,877,670 282,226,449 TROPPO RAS. vcnceseens 








TOTAL ..$912,234,214 $982,089,998 $926,724,651 $1,029,721,508 $1,290,153,824 





Hardware Exports Declined 
During First Half of Year 


(From Our Washington Bureau) 


Exports of hardware and allied prod- 
ucts in the first six months of the cur- 
rent year declined to a value of $32,157,- 
289, from $39,369,760 in the correspond- 
ing period of last year, a drop of $7,212,- 
471 or 18.3 per cent, according to figures 
prepared by the Hardware Section, Iron 
and Steel Division, Department of Com- 
merce. The heaviest decline was in hand 
tools, with export shipments valued at 
$8,375,447 during the six months of 1930 
as against $10,816,008 in the first six 
months of 1929. An almost equally sharp: 
drop was made in exports of cutlery, 
which declined to $3,370,094 from $5,- 
774,728. 

The detailed items and the amounts 
of their shipments abroad follow: 


Six Months Six Months 
1929 1930 


Locks and Builders’ 





Hardware ....... $5,570,441 $4,743,142 
Hand Tools ....... 10,816,008 8,375,447 
LED sch eeseas 5,774,728 3,370,094 
Stoves and furnaces, 

except electric ... 3,260,994 3,278,646 
Abrasives ......... 4,697,595 4,066,789 
Lamps and _ illumi- 

nating devices, ex- 

cept electric ..... 1,194,217 881,972 
Plumbing fixtures... 1,906,540 1,715,245 
Household utensils... 1,229,186 981,895 
EE a 524,967 1,236,467 
Safes and vaults... 1,314,095 1,277,359 
a eee 443,190 367,350 
Scales and balances. 1,021,494 1,014,030 
Sen WEE. Sense css 616,305 848,853 

errr res $39,369,760 $32,157,289 











fe 
a 















+. ee 


{SRS 














HARDWARE AGE for SEPTEMBER 4, 1930 ~ 53 





(Kansas City office of HaRrpwaRB AGB) 


Kansas City, Sept. 2. 

T has been raining in Kansas, and, 
I as usual, the tide has turned some- 

what, and true to tradition the 
Kansas farmer is again demonstrating 
his optimism by increased buying. 
While optimism is sometimes based 
largely upon hope, there are, at times, 
concrete examples that do not mislead 
and here is one of them: 


CONDITIONS IMPROVE 


A tractor manufacturer displays a 
whole bundle of orders for tractors. To 
each of those orders is pinned a check 
written by a Kansas farmer. The 
checks range in size from $500 to 
$2,000. This shows what rainfall will 
do to loosen the purse strings in Kan- 
sas. This particular tractor manufac- 
turer says business in Kansas is as good 
or better than it has ever been right 
now. This is not the only example of 
improved conditions. Distributors -of 
small farm supplies and implement re- 
pairs say that since the rains have 
started in Kansas there is a gradual 
and steady betterment in the sale of 
such farm supplies. The ground was 
never in better shape for ‘fall tillage 
because the dry season, contrary to 
most dry seasons, did not leave the 
ground in a hard and baked condition. 
The ground all during the summer has 
been mellow, and these late rains on 
mellow land have put farmers into the 
fields with vigor and enthusiasm. 

The poor corn is going to be sal- 
vaged largely by grinding, shredding, 
being cut into ensilage or bound and 
shocked. Business on grinders, shred- 
ders, binders and ensilage cutters, etc., 
is good, showing that the farmer is 
going to get the maximum value out 
of his forage and convert it into meat 
and dairy products. 


STOCK MARKET EFFECTS 


The stock market debacle so promi- 
nent in the East, never has had a lot 
of bearing upon this western agricul- 
ture. The farmer in these regions 
doesn’t gamble in stocks. He gambles 
with the weather. When the weather 
is good he is “okeh” and when it is off 
he is in the “dumps.” The dry weather 
did more to put a crimp in the farmer’s 
buying power than all the Wall Street 
slumps. And, by the same token, when 
the rains came and the pastures got 
green and the talk began to shift to the 
crop of next season the farmer began 
to loosen up on the neck of the wallet 


Recent Rains Have Improved Outlook 


P 
KAN SAS C| TY: Corn Crop Will Exceed Expectations 





AT A GLANCE 


Recent rains in Kansas have 
stimulated buying. A tractor 
manufacturer reports business 
in Kansas is as good or better 
than it has ever been at the 
present time. Small farm sup- 
plies are in better demand. 

* ok x 


Some corn, damaged by the 
drought, is being salvaged. 
Effects of the stock market de- 
bacle are said to be negligible. 
Favorable weather for crops 
is the barometer. Rains have 
materially accelerated rural 
sales. 

* * * 

Damage to corn from the 
drought was less general than 
it appeared at first. The 
wheat and oat crops are de- 
clared good. Salvaging dam- 
aged corn has created a good 
demand for some hardware 
lines. 

ees 

Collections have a fair 
status. Turpentine is 2'4c 
per gallon higher. Other re- 
cent price revisions were unim- 
portant. Wholesalers contem- 
plate a slight reduction in 
paint brush prices. 











he had been choking and the money 
began to loosen up. Good rains will do 
it every time in this country. No at- 
tempt is made here to minimize the fact 
that there is a poor corn crop in Mis- 
souri and Kansas, but when that is said 
the story is told. 


SALES ARE BETTER 


In every case where distributors of 
farm equipment have been interviewed 
the past week they say without ex- 
ception that sales are better. 

The facts of matters are that this 
country has been hit by a drought that 
has hurt—in spots—but the damage has 
been exaggerated. There are spots 
where there is no corn, and then there 
are spots where there will be a fair corn 
crop right adjacent to the damaged 
spots. The wheat crop is good and the 
oats crop is good. Take that western 
Kansas country, for instance. The 
western half of the state of Kansas is 


in better shape than almost any part of 
the Kansas City trade territory, accord- 
ing to hardware travelers, unless it be 
the Colorado section. Colorado is in 
good shape. 


SOME LINES MORE ACTIVE - 


One outstanding feature of this so- 
called drought is the way the salvag- 
ing of the corn crop has stimulated 
some lines of hardware. Farmers have 
been caught with an ensilage problem 
on their hands, and many of them had 
no silos. So they have been using metal 
grain bins and ordering more and con- 
verting these metal grain bins into tem- 
porary silos. 

This has made more business in grain 
bins which had already been lively ow- 
ing to the storage of small grain. Then, 
too, short corn made the future price of 
feeds look high so the farmers have 
been baling every kind of forage they 
could lay their hands on. This has made 
a big call for bale ties. 

There is not a great deal doing in the 
sporting goods line just now, for the 
hot and dry weather right at the time 
when fishing tackle, baseball and ten- 
nis goods should have moved, kept peo- 
ple in the shade trying to keep cool. 
This latter situation, of course, made 
a big business in electric fans, vacuum 
jugs and ice cream equipment. 

The heavy hardware line has shown 
a betterment, due, it is said, to two 
things: First, the rains came and made 
people feel better and more optimistic. 
Second, the money being turned loose 
on road projects has stimulated buying 
from contractors. 


OUTLOOK PROMISING 


On the whole,” while this country is 
hit by a poor corn crop, conditions are 
a lot better than is the general impres- 
sion, and the evidence lies not in hear- 
say but in the cash orders that come 
right from the farmer himself. The 
rains have changed things for the better 
—that’s sure. 


COLLECTIONS AND PRICES 


Collections are just fair. The farm- 
er is holding his wheat for a better 
price and he is standing off the dealer. 
Dealers’ stocks and wholesalers’ stocks 
are rather low, and eventually both will 
have to be replenished. 

Turpentine has advanced 2'%4c. per 
gallon. Other recent price changes have 
been in the nature of minor adjust- 
ments. Jobbers will soon announce a 
slight reduction in paint brush prices. 
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CHICAGO: 


(Chicago office of HaRDWARE AGE) 


Cuicaco, Sept. 2. 


ELCOME rainfall has put an 
W «= to the drouth in most sec- 

tions of the Middle West, and, 
although it came too late to offset the 
damage already done, growing crops 
and pastures have received much bene- 
fit. For high temperatures and lack of 
moisture this summer’s weather has 
smashed a good many records. The 
Mississippi is reported at its lowest 
level since the beginning of the Civil 
War. It is still a question as to whether 
the corn damage will be balanced by 
price advantage. Certainly, the market 
for both wheat and corn has been 
helped by the situation. Estimates in- 
dicate that something like a hundred 
and fifty million bushels of wheat will 
be fed to livestock in the place of corn. 
General recognition of this probable de- 
velopment, to be verified as the weeks 
and months unfold, is putting robust 
health into the wheat figures. 


CROP CONDITIONS 


One of the latest guesses on the size 
of the corn crop places it at not more 
than two billion bushels; it may go 
lower. Appearance, it is said, belies its 
real condition. Though. much of the 
corn looks fairly well from the road- 
side, closer examination reveals that a 
large proportion of the ears have not 
developed. However, in some sections 
ordinarily heavy in yield, the stalks are 
only three or four feet high. Condi- 
tions throughout the corn belt between 
the Great Lakes and the Missouri 
River are spotted. Because of inferior 
development, observers declare that a 
large amount of the corn will be off in 
weight and swollen. If this proves to 
be the case it will show volume in 
bushels without corresponding feeding 
value. 

In the face of weather adversity, the 
yield of potatoes in the near and far 
Northwest may compare favorably with 
that of the grain crops. Indications in 
Wisconsin and Idaho point to an in- 
crease of 10 per cent in the potato har- 
vest over last year. Colorado and Min- 
nesota are expected to equal their po- 
tato production of 1929. Late reports 
from eastern Missouri advise that the 
corn there is virtually a total failure. 
Even forest trees are dying. In south- 
ern Illinois the corn loss is heavy, al- 
though in the stronger agricultural 
counties the banks declare themselves 
able to finance the farmers despite the 
cut in crop yields. 





ATAGLANCE . 


Rainfall has ended the 
drought in most sections of the 
Middle-West. It is still debat- 
able whether the corn damage 
will be offset by price advan- 
tage. Estimates place the corn 
crop at near 2 billion bushels. 

* # & 


The potato crop in Wiscon- 
sin and Idaho is expected to 
exceed last year’s. Little up- 
turn is apparent in current 
business conditions, although 
most everyone concedes that 
the bottom has been reached. 

* % & 

As a whole, the hardware 
trade is better off than most 
other trades. Fatalities among 
hardware stores have been 
comparatively few. Sheet steel 
is in better demand. Wire and 
nail prices are at the lowest 
levels since pre-war times. 

* 8 & 

Stove goods have started to 
move. Wax top cans, galvan- 
ized watering pots and pails 
are especially active. Elec- 
trical appliances are show- 
ing noticeable improvement. 
School supplies are enjoying 
a good early demand. 











BOTTOM HAS BEEN REACHED 


Little upturn is observable in current 
business conditions. All prophecies of 
the immediate or distant future are re- 
plete with caution. Of the present the 
best that can be said is that “the bot- 
tom has been reached.” Few disagree 
with this conclusion. 

Out of the whole -hodge-podge the 
hardware man with his eyes open can 
see one thing clearly: That the hard- 
ware trade, generally speaking, is bet- 
ter off than most other trades and has 
again demonstrated its remarkable abil- 
ity to absorb punishment with a mini- 
mum of fatalities. 


MERCHANDISE IN DEMAND 


Sales in this market of sheet steel for 
building and small industrial uses have 
picked up considerably. Prices are 
steadier, with no very recent mill 
changes. Sash weight figures hold firm; 
makers assert that light demand has in- 
creased cost beyond any scrap savings 
available. The market on nails, wire, 


Upturn Is Still in Offing— 
Ciecede Prices Are Fairly Steady 


tc., has reached its lowest level since 
pre-war times, and mills are exceed- 
ingly resistant to suggestions of further 
decline; in August sales volume showed 
some improvement. Hardware cloth has 
steadied to a point below which it seems 
impossible for the market to sink; odd- 
ly, demand has compared well with that 
of last year. 


STOVE GOODS ACTIVE 

Movement of heavy hexagon mesh 
netting for use on fur farms has de- 
veloped into a steady and fairly stand- 
ardized demand. Raising small ani- 
mals for their fur has grown into a rec- 
ognized industry, which is reflected in 
the volume done on such netting; most 
of the sales appear to be for replace- 
ment rather than for new projects, in- 
dicating that the rush of new investors 
into fur-farming has waned. Consid- 
erable demand is starting for shovels, 
dampers, chimney thimbles and other 
stove supplies; the volume of futures in 
this line this year was small. Aside 
from occasional bargains, the market 
holds firm. 


CANNING SUPPLIES LIVELY 

Standard lines of hickory handles, 
made by the larger producers, have held 
steady all year; occasional “leaders” 
have been available on quantity pur- 
chases, but sales are quiet. Notwith- 
standing the drouth, an excellent crop 
of tomatoes is being gathered; hence 
wax-top cans are in lively demand. Dry 
weather has kept galvanized water 
pails moving and orders for watering 
pots are coming in even after the close 
of the normal season. Many retailers 
are getting ready to stock table and 
fancy glassware and crockery, finding 
them profitable lines to handle. Up-to- 
date packing methods virtually elimi- 
nate breakage which in the old days 
was so annoying. 


APPLIANCES PICK UP 


Electrical appliances are showing no- 
ticeable improvement, especially irons. 
Dealers are preparing for the peak of 
the battery season, which comes some- 
what later this month. Orders are be- 
ginning to develop in satisfactory vol- 
ume. Prices continue steady on wiring 
devices, but the market is competitive 
on electric wire. Paring knives are 
moving well during the canning season. 
School supplies, such as kits, vacuum 
bottles, scissors, pencils, pocket knives, 
etc., are selling with a good deal of 
freedom, and many dealers are dis- 
playing goods of this class in their win- 
dows. 
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New York, Sept. 2. 


timistic in the Metropolitan 

hardware market, the slight turn 
for the better has not, as yet, been ex- 
pressed in concrete orders. Business 
authorities have declared that a return 
of confidence always precedes actual re- 
covery, and if this is true, the turning 
point appears near. During the last 
week of August, business started to 
pickup somewhat and the opinion is 
fairly general that following Labor Day 
a more marked improvement will be- 
come apparent. August with most 
wholesalers was either the dullest 
month or next to the dullest month so 
far this year.. This is not unusual as 
it is a normal occurrence. One jobber 
reported that the past month’s sales 
were relatively better, when weighed 
against the preceding months of 1930 
and compared with August of 1929, 
than: during any month of the current 
year. 


STOCKS ARE VERY LOW 


The low state of both retailers’ and 
wholesalers’ stocks at the present time 
indicate that the demand, when it finally 
materializes, will be heavy. Jobbers 
assert their stocks on hand are running 
from 20 to 30 per cent lower than at 
the same time a year ago. There have 
been few lines dropped, and in most 
cases the opposite-is true. Many new 
lines have been added in attempting to 
hold sales volume to former levels. 
The condition is simply due to the fact 
that stocks are comprised of smaller 
quantities of each item. This is also 
said to apply to most retail stores, 
where dealer stocks average about 75 
per cent as large as are normally car- 
ried. Price declines since the first of 
the year have resulted in the belief that 
the average retail stock has depreciated 
10 per cent in value from Jan. 1 in- 
ventory figures. 


GOODS IN DEMAND 


With the closing of the usual vaca- 
tion period, merchandise broadly classed 
as vacation goods is moving less 
briskly. To offset this to some extent, 
guns and ammunition and fall hunting 
supplies have started to move. Some 
early activity is also noted in stove 
goods and similar merchandise. Grape 
crushers and fruit presses are in excel- 
lent demand. The same holds true of 
bottling and canning supplies and pre- 
serving equipment. Rubbish burners, 


‘ LTHOUGH sentiment is more op- 





NEW YORK: 





AT A GLANCE 


Trade sentiment is more op- 
timistic. Concrete orders have 
not as yet expressed the up- 
turn, which is anticipated. 
Business has picked up slightly 
recently and the turning point 
seems near. 

* 8 & 

Stocks of both wholesalers 
and retailers are very low, 
lending credence to the belief 
that demands will be heavy 
when they materialize. 

*  #& 

Guns and ammunition and 
fall hunting supplies have 
started to move. Some early 
activity is noted in stove goods 
and like merchandise. Can- 
ning, bottling, and preserving 
supplies are active, as are 
grape crushers and _ fruit 
presses. 

*  & 

July wholesale sales in New 
York declined 13.3 per cent, 
says Federal Reserve Report. 
Construction has shown a gain 
and the demand for related 
hardware items is a trifle bet- 
ter as a result. 

* # & 

Some price changes have 
been announced, but price re- 
visions are not numerous, al- 
though the trend is easier. 
Collections are fairly satisfac- 
tory. 











lawn rakes, galvanized pails, step-lad- 
ders, ironing-boards and painting sup- 
plies are active. Fall housecleaning 
programs have resulted in a good de- 
mand for cleaning and polishing needs. 
House wares, as a whole, are moving in 
fair volume. Staple lines are rather 
sluggish. 


JULY SALES DECLINED 


A decline of 13.3 per cent was re- 
ported in July by wholesale firms in 
the New York Federal Reserve District, 
according to the September Monthly 
Review of Business Conditions issued 
by the New York Federal Reserve 
Agent. Department store and chain 
store sales showed a decline of 3 per 
cent as compared with July, 1929. 

The report, in brief, continues as 
follows: 


Although Unjustified by Current Orders 
Trade Sentiment Is More Optimistic 


“Department stores showed a decline 
in stocks on hand at the end of the 
month of 6.2 per cent, as compared to 
last year, while 42.7 per cent of their 
accounts outstanding were collected by 
the end of the month, as compared with 
45.9 per cent last year. 

“Although chain store sales showed 
a decline of only 3.3 per cent in total 
sales as compared to last year, there 
was an increase of 7.6 per cent in the 
number of chain store units in the dis- 
trict which resulted in an actual decline 
of 10.1 per cent in the number of sales 
per store. 

“In hardware, stationery and _ silk 
goods, the reductions in sales compared 
with a year ago, although substantial, 
were not as large as those reported in 
June. The value of stocks of groceries, 
cotton goods, hardware and diamonds 
on hand at the end of the month re- 
mained smaller than last year. Collec- 
tions continued to be smaller than last 
year. 


CONSTRUCTION GAINS 


“New construction contracted for in 
the metropolitan area of New York 
during the week from Aug. 16 to Aug. 
22, inclusive, totaled $19,586,700, ac- 
cording to the F. W. Dodge Corpora- 
tion. This brought the August total 
to date to $59,922,700, which was at the 
rate of $3,153,800 per business day. 
For July the daily rate was $2,649,000, 
while in August, 1929, the rate was 
$2,803,000. 

As a result of the increased construc- 
tion the demand for builders’ hardware 
and supplies, as well as some types of 
tools is somewhat more active, although 
leaving a great deal to be desired. 


CURRENT PRICE TRENDS 


An advance of approximately 20 per 
cent has become effective on Le Page’s 
glue in cans only. Tubes and glass jars 
were not affected. This advance is at- 
tributed to the tariff recently becoming 
effective on casein, one of the important 
components of adhesives. Sash cord 
has been reduced in price. The decline 
varies from lc. to 2c. per pound. 


COLLECTIONS 


Collections are considered fairly sat- 


isfactory. The credit situation may be, 


characterized as somewhat spotty, as 
some dealers are paying their bills 
promptly and are taking advantage of 
the cash discount, while a few others 
are running behind with their bills. 
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New York PAint MATERIALS MARKET 


NEW YORK, Sept. 2.—Prices on linseed oil continue to 
show an easier tendency. Special concessions on large or- 
ders are being offered rather freely. A firmer market for 
flax in the Northwest has resulted in advances of 2c. per 
bushel. This has been instrumental in holding quotations 
on linseed oil somewhat steadier than they have been re- 
cently. 

With reference to the flax and linseed oil situation, 
Archer-Daniels-Midland Co., under date of Aug. 25, made 
the following comment: 

“Linseed oil for August/September delivery is now quoted 
at 11.8c. tanks, 12.4c. carloads cooperage. For October for- 
ward delivery, 10.5c. tanks, 11.1¢c. cooperage. 

“Some time between now and October these prices will 
probably come together. In the meantime losses on spot 
sales will continue to increase until old crop stocks are 
exhausted. 

“What price might be considered fair for new crop fu- 
tures? Such price will undoubtedly be determined when 
crushers and speculators decide that new crop seed is low 
enough and start accumulating, or when and if consumers 
decide to come into the market. 

“Receipts of seed from Aug. 1 to date amount to 1,817,- 
000 bushels, as against 390,000 same period last year. From 
August to April 1, last year, amounted to 12,132,000 bush- 
els, and about 13,000,000 bushels were imported from Ar- 
gentine from Sept. 1, 1929 to April 1, 1930. 

“If we figure this year’s crop 50 per cent more than last 
year’s, the total amount of seed received by April 1 should 
only be about 18,000,000 bushels. The consumption of lin- 
seed oil, according to the Department of Commerce figures, 
from October to March, inclusive, was 37,498,892 gallons, 
representing about 15,000,000 bushels of seed.” 


LINSEED OIL 
PURE LINSHED OIL 
Per Pound 
ee eg | ee ee ee 13.2c. 


In lots of 5 bbls. or more 


WHITE LEAD 
WHITE LEAD AND OXIDES. 


White lead in oil, heavy or soft paste, 100 Ib. kegs, 13%c.; 50 
and 25 lb. kegs, 14c.; 12% lb. kegs, 14%c.; 5 lb. cans, 16%c.; 
1 Ib. cans, 18%c.; 5 Ib. cans packed 50 or 100 Ibs. to case; 1 Ib. 
cans packed 25, 50 or 100 Ibs. to case. 

The following discounts are granted on quantity orders for de- 
livery at one time; 506 Ib. lots, 10 per cent; 2000 Ib. lots, 10 
per cent and 6 per cent; 10,000 Ib. lots, 10 per cent, 10 per cent 
my per cent; carload lots, 10 per cent, 10 per cent and 4 per 
cent. 


DRY WHITE LEAD. 


Dry white lead, 100 Ib. kegs, 13%c.; 25 and 50 Ib. Kegs, 14c.; 
12% Ib. kegs, 14%c. 


FLATTING OIL 


Quart cans, 12 to case, 35c. per can; 1 gal. cans, 6 to case, 
$1.20 per gal.; 5 gal. cans, 1 and 2 cans to case, $1.10 per gal. 
Quantity discounts: 10 to 24 gallon lots, less 10 per cent; 24 to 
48 gallon lots, less 20 per cent; 48 to 96 gallon lots, less 20 and 
5 per cent; 96 gallons and over, less 20 and 15 per cent. Mixed 
orders for different sized cans will be subject to the discount for 
the combined gallonage. 


WHITE LEAD PUTTY 


White lead putty, 1 Ib. cans, 10c. per Ib.; 12% Ib. cans, 8%c. 
per lb.; 25 Ib. cans, 8c. per lb.; 120 lb. (approximate) tubs, 7c. 


per Ib. 


COMMERCIAL PUTTY 


1 Ib. cans, 6c. per Ib.; 2 Ib. cans, 5%c. per Ib.; 5 Ib. cans, 4%c 
per Ib.: 12% Ib. cans, 4c. per lb.; 25 Ib. cans, 4c. per Ib.; 100 
to 120 Ib. tubs, 3c. per Ib. 


SPIRITS TURPENTINE 


Prices ranges from 48c. per gallon. 


DRY COLORS 


COMMERCIAL LAMP BLACK. 
In 50 Ib. cases, 1 lb. packages, 16c. per Ib.; % Ib. packages, 22c. 
per lb.; % Ib. packages, 30c. per Ib. Assorted sizes, 22c. per Ib. 


GERMANTOWN LAMP BLACK. 

In 50 |b. cases, 1 Ib. packages, 25c. per lb.; % Ib. packages, 
32c. per lb.; % Ib. packages, 40c. per Ib. Assorted sizes, 32c. per 
Ib. 


VARIEGATED COLORS 

Dry colors in barrels varying from 300 to 350 lbs. Prices per 
pound: Prince’s metallic, 3c.; American raw and burnt umber, 
5\%4c.; Italian raw and burnt sienna, 10c.; turkey raw and burnt 
umber, 6c.; American raw and burnt sienna, 5%c.; Van Dyke 
brown, 9c.; chrome green, l.m. or dark, 15c.; American venetian 
red, 3c.; Indian red, 15c.; turkey red, 35c.; American vermilion, 
35c.; American yellow ochre, 2c.; imported French ochre, 6c.; 
golden ochre, 6c.; chrome yellow, lm. or dark, 15c.; Dutch paint, 
llc. ; extra gilder’s whiting, 7%c.; ultramarine blue, 28 lb. boxes, 


from llc. to 9c. per Ib. 


SIZING GLUES 


White kalsomine glue, flakes, 30c. per lb.; pure hide joint glue, 
ground or flakes, 25c. per 1b.; South American sheep glue, 110 Ib. 
bags, 15c. per lb.; German sheep glue, 110 Ib. bags, 18c. per Ib. 


MISCELLANEOUS MATERIALS 


Oxalic acid, in barrels, 14c. per Ib.; Italian ground pumice 
stone, in barrels, 3c. per Ib.;-C, P. aluminum bronze, 1 Ib. cans, 
75c. per can; pale gold bronze, 1 Ib. cans, 65c. per can; copper 
bronze, 1 lb. cans, $1 per can; cotton waste, 50 Ib. bales, 14c. to 
15¢e. per Ib.; alcohol, C. D. No. 5, in steel drums, 43c. per gal.; 
steel drums are charged at $6 each, which is refunded when 
drums are returned. 


SHELLAC 


T. N. Grade, 164 Ib. bags, 24c. per lb.; Vac-Dry, bleached, 250 
Ib. barrels, 30c. per Ib.; Orange, 164 lb. bags, 25c., 27c. and 34c. 
per Ib., according to grade; 5 lb. Pure White Shellac, 50 gal. 
barrels, $1.70 per gal.; 5 lb. Pure Orange Shellac, 50 gal. barrels, 
$1.40 per gal.; 4% lb. Pure White Shellac, 50 gal. barrels, $1.65 
per gal.; 4% lb. Pure Orange Shellac, 50 gal. barrels, $1.35 per 
gal.; 4 Ib. Pure White Shellac, 50 gal. barrels, $1.55 per gal.; 
4 lb. Pure Orange Shellac, 50 gal. barrels, $1.25 per gal. 


STEP LADDERS 

High grade, 4 ft., $1.95; 5 ft., $2.40; 6 ft., $2.90; 7 ft., $3.40; 
8 ft., $3.90; 10 ft., $4.80. Medium quality, 8 ft., 75c. each; 4 ft., 
$1,00; 5 ft., $1.25; 6 ft., $1.50; 7 ft., $1.75; 8 ft., $2.00; 10 ft., 
$2.50. Competitive quality, 4 ft., 80c. each; & ft., $1.00 each; 6 ft., 
$1.20 each. 


EXTENSION LADDERS 

Complete with rope and pulley assemblies, 20 ft., $5.60 each; 
24 ft., $7.85 each; 26 ft., $8.45 each; 28 ft., $9.00; 30 ft., $9.55; 
32 ft., $10.15; 34 ft., $10.70; 36 ft., $11.20; 38 ft., $12.00; 40 ft., 
$12.50. Extra ropes for extension ladders, $1.25 each. Extra 
pulleys for extension ladders, $1.25. 


FLOOR WAX PRODUCTS 


Powdered Wax.—4 oz., 23%c.; 8 oz., 33%c.; 16 oz., 66%c.; 5 Ib., 
$2.66% per package. 

Prepared Paste Wax.—2% oz., 16%c.; % Ib., 33%c.; 1 Ib., 56%c.; 
2 Ib., $1.06%; 4 Ib., $2.00; 8 lb., $3.73%. 

Prepared Liquid Wax.—% pt., 33%c.; 1 pt., 50c.; 1 qt., 93%c.; 
% gal., $1.60; 1 gal., $2.66%. 

Floor Polishing Outfits.—Includes quart bottle of liquid wax, 
one way mop, one weighted floor brush and instructions, $3.75. 


Weighted Floor Brushes.—15 Ib., $3.75; 25 Ib., $5.25. 


SANDPAPER 


Size 00, 100 sheets, 83c. per box; size 0, 100 sheets, 83c. 
box; size %, 100 sheet, 89c. per box; size 1, 75 sheets, 74c. per 
box; size 1%, 50 sheets, 56c. per box; size 2, 50 sheets, 65c. per 
box; size 2%, 50 sheets, 71c. per box; size 8, 25 sheets, 41c. per 
box. 

Utility packages of sandpaper, 6%c. each. Full cartons of 72 
packages are subject to an additional per cent discount. 
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Collections 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, MINN., Sept. 2.—Crop conditions still engross the attention 
of not only the farmers in the territory served by the Twin Cities in the North- 
west, but of the merchants as well. Diverse and conflicting reports come from 
the country districts, but the general trend of opinion seems to be that a fairly 
good crop may be expected from the Dakotas as a whole and from the greater 
part of Minnesota and Wisconsin. 

A report from the leading farm journal of the Dakotas gives the information 
that winter wheat, barley and flax is now estimated to show a fair percentage 
of increase over the production of last year. Corn shows a slight decrease, 
and several of the other leading crops show a decrease from last year. On the 
average, however, with the higher prices which are being obtained, the returns 
will be fairly good. 

One feature of the crop situation this year is the tendency to hold all farm 
products for a later market, which will possibly be a higher priced market, 
and thus the flow of money from the farms to the trade centers will be much 
more gradual than usual. 

A review by one of the leading banking groups states emphatically that this 
section of the country is in the best general condition agriculturally of any in 
the United States, the drouth having done less damage generally here than 
anywhere. And, as previously stated at other times, there are many other items 
of produce which will outweigh the smaller grains and corn in wealth-production 
for this section, such as poultry products and dairy products. 

Check payments through banks have held up well for this territory, making 
a showing comparable with last year, up to Aug. 1, and this takes into account 
the smaller transaction per check and the absence of payment for stock market 
transactions. All of which should encourage merchants in this section of the 
fairly good conditions prevailing here. 

Collections are holding up well and compare favorably with those of last 

year. 
Merchants in general in this territory are anticipating a fairly good amount 
of business for the fall and winter months. This does not mean that they are 
increasing their future orders to any great extent, as the jobbers are still hav- 
ing to stock their warehouses against the possible needs of the merchants. 

Hunting supplies are receiving a large amount of attention by the dealers 
at the present time, for the hunting season has opened in some localities, and 
is about to open for certain game in others. Fishing tackle is still selling to 
some extent for the fall fishing season. 

Prices are holding firm, showing no changes from those quoted last week. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ST. PAUL AND MINNEAPOLIS. 


AXES. not nested, $5.10; 4-in., $7.15 per 100 


Single bit, base weight, unhandled ft.; elbows, 3-in., $1.73; 4-in., $2.88 
axes, $15.00 to $15.50; double bit, 
$20.00 to $21.50; single bit, handled, 
$19.25; double bit, handled, $24.25 
doz., net. 


BOLTS. 

Carriage and machine bolts, 60-10 
per cent; stove bolts, 75-10 per cent, 
and lag screws, 60-10 per cent from 
standard lists. 


BRADS. 
Wire brads, in 25-lb. box at 75 per 
cent from lists. 


BUILDING PAPER. 
Red rosin sized building paper, 
$2.52, and tarred felt, $3.00 cwt., net. 


CHAIN. 
Log chain, coppered. 4% x 14, $1.56; 
5/16 x 14, $2.11; % x 14, $2.89; self 
colored, % x14, $1.40; 5/16x 15, $1.88; 
% x 14, $2.54 each; proof coil chain, 
y% in., $8.78; % in., $16.04; % in., 
$26.13; 5 in., $41.82 per 100 ft. 


BUILDERS’ HARDWARE. 

Steel butts, 3% x 3%, old copper 
or dull brass finish, less than case 
lots, 16%4c. per pair; 4 x 4, old cop- 
per or dull brass finish, less than 
ease lots, 22c. per pair. Heavy steel, 
bevel inside sets, $8.00 per doz. sets. 
Steel, bit-keyed front door sets, $1.20 
per set; wrought brass, bit-keyed 
front door sets, $2.40 per set; wrought 
brass, cylinder front door sets, $4.75 
per set. All lock sets quoted in old 
copper finish. 


EAVES TROUGH CONDUCTOR PIPE 


AND ELBOWS. 
Eaves trough, 28-ga., 3-in., slip 
joint, 5-in., in crates, $5.25; 6-in., 
$6.40; conductor pipe, 3-in., in crates, 


doz. net. 


FILES. 

First quality files, 50 per cent, and 
ee brands, 60-10 per cent from 
ist. 

GALVANIZED WARE. 

Standard galvanized pails, 10-qt., 
$2.60; 12-qt., $2.85; 14-qt., $3.10; stock 
pails, 16-qt., $4.70; 18-qt., $5.50; 
standard tubs, No. 1, $7.15; No. 2, 
$8.00; No. 3, $9.35; heavy, No. 1, 
$13.20; No. 2, $14.40; No. 38, $15.60 
doz. net. 


GLASS AND PUTTY. 

Single and double strength A grade 
glass Minnesota prices, 83 per cent 
from lists; strictly pure putty, in 50- 
lb. steel drums, $5.35 cwt., net. 


GRASS SHEARS. 
“Doo-Klip’’ grass shears, $10.80 
doz.; ‘“‘Doo-Klip’’ long handle grass 
shears, $18.00 doz. net. 


ICE CREAM FREEZERS. 
Acme, 2-qt., galvanized, 75c.; 4-qt., 
$1.65; White Mountain, 4-qt., $4.13; 
8-qt., $6.75 each net. 


LANTERNS. 

Dietz D-Lite, No. 2, $13.00; No. 2, 
large fount, $14.25; No. 2, Blizzard, 
$13.00; No. 2, Blizzard, large fount, 
$14.25; Wizard, Cold Blast, $8.50 doz., 
net. 

LAWN GOODS. 

Nelson’s Perfect Clinching hose 
couplings, $2.25 per doz.; Perfect 
Clinching hose menders, 90c. per doz. 

LAWN HOSE. 

Competition, %-in., 3-ply, 5%c.; 

Good Luck, %-in., 6-ply, 9c.; Bull 


Hunting and Fishing Supplies Active 


Are Holding Up Well— 


Dog, 5§-in., 7-ply, 12%c.; Manhat- 
tan Whipcord Molded, %-in., in 500- 
ft. bales, black, 7c.; red, 744c. ft.; 
coupled in 50-ft. lengths, black, 
LP ga $7.30; red, $7.80 per 100 ft., 
net. 


LAWN MOWERS. 
Philadelphia, Style A, 15-in., $18.00; 
17-in., $20.25; 19-in., $22.25; 21-in., 

$25.00 each, net. 


MILK CANS. 
Railroad, wide neck, 8-gal., $2.50; 
10-gal., $2.70 each, net. 


NAILS. 
Standard wire nails and cement 
coated wire nails, $2.65 per 100-Ib. 
keg base. 


POULTRY NETTING. 


Hexagon, 63% per cent from lists. 


PRUNERS. 
“Doo-Klip’’ pruners, $10.80 doz., 
net. 


REGISTERS. 


Cast iron or wrought steel regis- 
ters, 40-10 per cent from lists. 


ROPE. 

Best grade manila rope, 2l1c. Ib.; 
second grade, 17c. lb.; best grade 
ge a 16%c. lb.; second grade, 
16c. Ib. 


ROLLER SKATES. 

Union line, extension, web heel and 
- straps, plain steel rolls, 75c. per 
pair. 

Same for boys, with self-contained 
ball bearing wheels, $1.45 pr. Same 
for girls, with self-contained ball 
bearing wheels, $1.45 pr. 

Chicago line: No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1; Nos. 193 and 105, $1.40. 


SANDPAPER. 

Best grade sandpaper, No. 1, 93c. 
per box of 75 sheets; second grade, 
No. 1, 69c. per box of 75 sheets; gar- 
net, No. 1, $15.68 per ream, net. 


SASH CORD AND WEIGHTS. 

Sash cord, best grade, 58c. Ib. base; 
second grade, 3lc. lb.; third grade, 
25c. Ib. base, net; and cast iron sash 
weights, $1.95 cwt., net. 


SCREWS. 

Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
cent; round head blued, 40 per cent; 
flat head brass, 42%4 per cent; round 
head brass, 374% per cent from lists. 


SCREEN DOORS AND WINDOW. 
* Doors, common, 2-8 x 6-8, $1.65 
each; fancy, $2.60 each; screens, 
Continental, extension, 24-in., $9.75 
doz.; Wabash, extension, 24-in., $4.85 
doz., net. 


SOLDER. 
Warranted half and half solder, 
22%c. lb., and strictly half and half 
solder, 23%c. lb., in 100-lb. boxes, net. 


STEEL SHEETS. 

Galvanized steel sheets, 24-ga. 
(base), $4.30; black steel sheets, 24- 
ga. (base) $3.70. Armco galvanized 
steel sheets, 24-ga. (base), $6.25 cwt., 


net. 
TIN. 

Furnace coke tin, ICL, 20 x 28, 
$14.30 box, and roofing, 20 x 28, 8 Ib., 
coating, IC, $14.75 box, net. 

WHEELBARROWS. 


Hardwood stave trays, $34.20 doz.; 
selected hardwood stave trays, $40.80 
doz.; tubular steel trays, 41%4 ft. ca- 


pacity, $7.20 each; Gopher garden, 
$3.75 each; American garden, $6.25 
each, net. 

WIRE. 
Galvanized barbed cattle wire, $2.70 
per 80-rod spool; galvanized hog, 


$2.88 per rod spool; special galvanized 
barbed hog wire, $2.20 per 80-rod 
spool; No. 9 (base), smooth, galvan- 
ized wire, $3.25 cwt., and No. 9, 
smooth, black wire, $2.80. 
WIRE CLOTH. 

Black painted, 12 x 12 mesh, $1.65; 
aluminum finish, 12 x 12 mesh, $1.85 
per 100 sq. ft., net. 
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PITTSBURGH: 


(Pittsburgh Office of HARDWARE AGB) 
PITTSBURGH, Sept. 2. 


LTHOUGH the hardware business 
A in this district began to show a 
little improvement last week, the 
month ended with the volume of orders 
taken by most jobbers at about the same 
level as in July. Both months were ex- 
tremely quiet. Allowing for seasonal 
variations, the decline probably 
amounted to 10 per cent under a normal 
year. After the Labor Day week-end 
the prospect of a mild recovery in the 
hardware trade is fairly good. 


FUTURE ORDER ACTIVITY 


Retailers have begun to place orders 
for fall merchandise and with the hunt- 
ing season only a month away loaded 
shells and firearms are beginning to 
move out of jobbers’ stocks in fair vol- 
ume. Of course the heavy movement 
will take place this month. It is gen- 
erally believed that sales of ammunition 
this fall will not drop far below last 
year’s totals, as a comparison of busi- 
ness volume over a long period of years 
indicates that depressed conditions have 
little effect upon ammunition sales. 
This has been true in the present year 
with regard to fishing tackle, which has 
been even better than normally active 
this year. 


STOCKS ARE LOW 


Retailers’ stocks of hardware items 
are generally low just now and most of 
them are buying in small lots. There is 
little prospect of further downward 
price adjustment but this factor does 
not seem to influence buying. Manu- 
facturers’ stocks are also low and job- 
bers find some difficulty in getting rush 
shipments to fill belated orders from 
retailers. This has been especially true 
in the case of screen doors and win- 
dows, garden hose and sprinkling de- 
vices. Harvesting tools are moving 


very well and there is some demand for 
corn cutters. 








AT A GLANCE 


Trade has shown a slight 
improvement within the past 
week. August sales volume of 
most wholesalers was about 
the same as July. Sales were 
estimated at about 10 per cent 
under a normal average. 

* 8 * 

Prospects for a mild recov- 
ery after Labor Day are fairly 
good. A fair volume of busi- 


ness is being booked in loaded 


shells and firearms. The 
move will not reach its peak 
this month. 

* 8 & 


Retail stocks are low. Some 
manufacturers are unable to 
fill orders promptly for highly 
seasonablegoods. Recentprice 
changes have been unimpor- 
tant, with the single exception 
of a decline in sheet steel. 

* % # 


Industrial activity has in- 
creased slightly in the Pitts- 
burgh district. Alterations and 
building repairs have aided 
the builders’ hardware de- 
mand somewhat. Collections 
are slow, but bankruptcies are 
not numerous. Unemployment 
is still an adverse factor. 











PRICE TENDENCIES 


Price changes have been of a minor 
character with the exception of sheet 
steel which had declined in line with 
lower mill quotations. Galvanized 
sheets in lots of 25 or more bundles 
are now quotable at 4.10c. per Ib., f.o.b. 
jobbers’ warehouses; black sheets at 
3.50c. per lb.; light plates at 2.90c. and 
blue annealed sheets at 3.15c. Galvan- 
ized corrugated sheets, No. 28 gage, 
are quoted at $4.50 per square. Sheet 
copper is now quoted at 2.75c. per Ib. 
Nails are held at $2.35 per keg and tur- 
pentine and linseed oil are unchanged. 


INDUSTRIAL CONDITIONS 


Industrial activity in the Pittsburgh 
district showed slight inprovement in 
the last week or two of the month. 
Steel mill operations, after having de- 
clined steadily for several months, 
showed a slight upward turn, although 
finishing mill production indicated no 


Bo 





Improvement Becomes Noticeable 


e Sheet Steel Prices Have Declined 


general improvement. Spotty conditions 
rule in the market and the price situa- 
tion is very weak. In their eagerness 
to get business, mills have quoted new 
low figures on a number of products 
including bars, plates and shapes, sheets 
and strips. In most cases, mills believe 
these figures are below cost but are 
willing to take desirable business in an 
effort to keep their operations up. In 
the face of these conditions the scrap 
market has advanced steadily in the 
last three weeks to the best levels in 
about six months. Production of pipe 
is doing quite a lot to sustain steel in- 
got output and a good tonnage is going 
into structural shapes and reinforcing 
bars. A return of activity in the auto- 
mobile industry is awaited with con- 
siderable interest and will probably rep- 
resent the turning point in general con- 
ditions when it does come. 


BUILDING OPERATIONS 


Building operations show little 
change, although there is slightly more 
alteration work going on. This has led 
to a scattered demand for building 
hardware and paints have moved in 
good volume up until now. Only 463 
building permits were taken out in 
Pittsburgh in the first 7 months of the 
year. Their volume was $1,080,497 as 
compared to 678 permits calling for 
$2,479,966 in 1929. Residential activity 
has been particularly dull. 

There is practically no demand for 
window glass, due to reduction in resi- 
dential building and production con- 
tinues at a low rate. Plate glass pro- 
duction is at less than 80 per cent of 
capacity, although expected to pick up 
with the automobile industry. 


THE CREDIT SITUATION 


Collections are slow and commodity 
price declines continue. Both hardware 
jobbers and retailers are meeting with 
some financial difficulty, although bank- 
ruptcies are not numerous. Unemploy- 
ment is still a serious factor and little 
has been done to correct conditions. 
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THE ONLY SHOT THAT COUNTS !S THE SHOT THAT HITS 























A tribute 
& sos from England 


May 28th, 1950. CESS =e «QUE 


Remington Arms Company, 
Cunard Building, 
Now York City. 





Gentlemen, 
€ 


I do not kmow whether this letter will be a surprise to you 


or not, but for my part it is the first time that appreciation for 
a piece of personal property has stirred me to the point of writing ANY of you who have 


@ letter of thanks and congratulations to the manufacturer. 


. e 

I have always carried a pocket Imife; its usefulness is been to England visited 
unceasing throughout the day to myself and to my companions. Each 
morning the all important shillings are slipped sinto one pocket, th t ‘6 it f 
my kerchief and Imife into the other. Several times I have ¢ x. 
lost my kmife, and I have always replaced the loess immediately. e€ er ea univers! y o 
Three years ago I received a Remington pocket mife (I 4 gyno f iy 
it was a Remington because I mew the Remington gun well) I was 
certainly happy to have remembered because when I lost this mife ord. You will remember that 
last month I realized nothing but another Remington would suit me. 


It was not just another pocket mife. Its rather unique Oxford 1s composed of anhum- 
shape made it extremely comfortable in the pocket. Its blades 
which opened with ridiculous ease retained their sharpness, and were e 
always bright. Moreover I have for a number of yeare had the habit ber of different colleges, and 
of preserving quotations and statistics from newspapers which 
pa ao ty me, ce MR S aaleke to find among the enna = h ‘ll 

emington one particularly suitable for outting out quickly a: 
easily the information I had formerly laboriously copied into a per aps you wil recall that 
somewhat cumbersome notebook. It is a blade I have never had in 


another kmife and one I would not be without. one of these is Brasenose Col- 
tanh nee en es oe 
you . 
lege. Whether you do or not, 
Sincerely, . 
0: & Dn, Que I believe that you will be inter- 


ested in the letter reproduced 


here which comes to us from 











a student of Brasenose. 


Tus is one of very many letters we receive from 

appreciative users of Remington products. We Rf PCR DELLE 
single this one out for publication, both because ; : 
it is an interesting letter, and because students in 


English Universities do not often write letters of Now here—The Remington Stand- 
a 2 ard American Dollar Pocket Knife 
this kind. 


President 














REMINGTON ARMS COMPANY, Ince. 
Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 0766 
Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 
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Confidence Grows as Vacations End— 
Credit Situation Has Shown Improvement 


Regulation, No. V5, $4. Fox 
8 a doz., net. 


HARDWARE AGE for SEPTEMBER 4, 1930 
S 
(Boston office of HARDWARE AGE) $31.15; No. 3, $40.43; No. 4, $47; No. 
BosTON, Sept. 2.—In a way a lot has transpired since last reports. PE 
First, we have ended the normal vacation period. Second, we have ane ee SO ee, a: 
entered a period when it is expected business should gradually im- 2 350 chicken capacity, ores: 
prove; third, we have had encouraging statements from some of the No. 101, 500 chicken capacity, $18.50; 
: : No. 102, 1000 chicken capacity, $22.05. 
prognosticators of business trends; and fourth, and best of all, we Coal burners, | No. ut, 350 chicken 
have had a better stock market. After all is said and done, the capacity, $1s08; No. 119” 1000 chicken 
stock market has a potential influence on business as we understand capacity; $18.56, Mecttic burners, 
it in these United States. Beginning with the late war, we, as a No. 82 eS Sa ae fis. 
nation became the greatest investors in securities on the face of the No. 300 chicken capacity, $20.65. 
° ‘ e a. %. Netting.—From stock, hex- 
earth. Today the stock market seeps into our business and into our agon, galvanized after weaving, 50 
family home. Most of us, for months and months have seen our in- sepenecha, qaivanioes alter weaving, 
vestments shrink in value. The finger that touches the family pt Re pln Bog 
pocketbook touches the pulse of business. f.0.b. "mall, Pittsburgh; in lots of less 
Such statements may be subject to argument, but the fact remains ae ste, — Footing Py 
that the retail hardware trade has responded to the better stock fountains, 6c. to $3.87; 6 drinking 
market, either knowingly or unsuspectingly. Retailers are balanc- on aoe i de, to 8 
ing up their rather broken stocks in a steady orderly fashion. In peepee age vee Mag ‘to, $40 a. dos. 
New England they are not purchasing futures to any great extent, aes ongh et. hud, smote, 
although jobbers say that recent buying of ice skates, skiis, sleds, capac. A ae a he ig oR 
ice creepers, snow shoes and other winter sports goods has been en- 6 doz., $1.67. 
° ° . * Accessories.—Replace sections of Ny 
couraging. Current retail buying, however, is confined largely to 9c. each net; address cards, 2c. each 
i 4 : ° Waterglass.—In pint containers, 
current public demands, but buying is more confident, in larger $1.25 a doz. net; in quart containers, 
quantities and more diversified. Strange as it may appear, with $1,85; ih gallon’ containers, $6.50. 
the advent of a generally better stock market retailers are paying | No, 10. $1.58 a,doz. net: No. 15. Sr 
] : it si i i i , $2.35 a gross net; lice resisting 
jobbers more promptly ; the credit situation has materially improved eggs — iS cies thomas 
the past week. eters, No. 5776, $5.40 a doz. net. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | SNOW SHOVELS. hse i 
RETAILERS, F.0.B. BOSTON. nets No, 018. $5; No. 78 No. 
79, $5; No. 25, $8. 50: No. 29, 's9. 7, 
AIR RIFLES AND SHOT. $3.35. Ames, malleable D-handle, $8.13; 
anale, 
aie iteespStoreas: No 1 Hage | Biadaere Neg Be | gate Mt wit ol Bo 
each, net. No. 4 .20; ; F 
No, 27, i $5. - giariceman, No 12 per doz., net; No. 1591, size 5, $3.25. ps. ne Si ‘ No. a Net Littie 
. ac t A * ’ ’ 
Little Scout, No. 14%, 54. GREASE. No. 67%, $4.50. s 
No. 11, 3.30. Savage, No. Axle.—Snow Flake, quart contain- 
Paige-Lewis, No. 50, $5.50. Hamil- ers, $4.10 a doz., net; 2-quart, $7.25; SKIIS. 
om a 27, "$2. 12; No. 027, $2.40; No. gallon, $12.55. = 1SkiisGAsh. é tty 3. y Fe pote net; 
case, ‘net. Lead, ‘Fatham, $366 2 | HANDLES. i ft, $8.54 Edge grained, 6 ft., $8.34: 
case. Boy Scout, $4. BB, $2.40 a Axe.—Single bit, regular New Eng- eo hot 4 ft. 
25 lb. bag. Air rifle, $2.40. ry : a 
BICYCLES AND TIRES. 
Bicycles.—Men’s, 19 in., No. 
$28.50 each, net; No. H69, $301 Bo: 
20 in., No. H66, $28.50; 21 _ No. 
H68, $29. 25; No. H69, $30. 50; 
No. H66, $28. 50. Women’s, 2 
507, H70, $30.50. Boy’s, No. HJ61, 
Tires.—Hartford roadster, 26 in., 
less than 25 pair, $2.65 a pair, net; 
25 pair, $2.40; 50 pair, $2.15; 100 pair, 
$1.90. Nonpareil red tread, 28 in., 


less than 25 pair, $2.75 a pair; 25 
pair, $2.50; 50 pair, $2.25; 100 pair, 
$2. Giant thornproof, 28 in., less 
than 25 pair, $3.25 a pair; 25 pair, $3; 
50 pair, $2.75; 100 pair, ‘$2.5 0. 


BROOMS. 


Stable.—Mixed, No. 8, $10 a doz., 
net; push, 16 in., No. 277, $9. Extra 
handles, $1.25 a doz., net. 


BUCKS. 
Saw.—Rigid, $4.50 a doz., 
ing, $4.60; folding extra, ge 
ENAMEL. 
Stove.—Bruin, \% pint, < - a doz., 
net; % pint, $2; pint, $3.2 
FOOTBALLS. 


Footbalis.—Reach, No. 58, $1.70 
each, net. American Rugby, No. 
5SV, $2.35. The College, No. 5P, 





land market peer, Boy’s Yankee 
Pride, 28 in., $3.50 a doz. Mg special 
and RB Fg of in., $2. Bull Dog, 
28, 30 and 32 ‘$3 3°60. Yankee 
Pride, 28, 30 aaa 33 in., $4.50; snow 
white, 30 and 32 in., $5.50. New 
Hampshire, knob end, Frenchmen’s 
style, Yankee Pride, 28 and 30 in., 

4.50; snow white, 28 and 30 in., 
$5.50. Wide Curve, Yankee Pride, 28 
and 30 in., $4.50. 

Axe. —Double bit, Yankee Pride, 30 
and 32 in., $4.50 a doz., net; E Z 
Swing, 30 in., $2 

Garden Tool.—Ash and poplar hoe, 
— ye not chucked, $2.65 a 

net; manure fork, long bent, 
$3 08; malleable D handle, $4.10; wood 
D handle, $4.98; rags 5% ee Y 66; 
hay fork, bent, 3% $2.6 ft. 
$3.05; 416 ft., $3. “5: "5 ie $3. 90: 
straight, 6 ft., "$5. 20; spading ‘fork, : 4 
grade, bent with iron D‘handle, $6.25; 
with wood D handle, $7.45; strapped 
steel D handle, $4.30; spade, X grade, 
D handle, $5.32; long, $4.27. 


HOCKEY STICKS, PUCKS. 


Sticks.—Juvinal, $2 a doz., net; 
$4; Junior, $6; Practice, $8: 
$12; —_— Made, $15; Spe- 


Pucks. —Junior, 1 in., $1.20 a doz., 
net; larger sizes, 2. 
POULTRY SUPPLIES. 
Incubators.—No. 40, $1.75 each net; 


t 
Style E, No. 14, $11.50; No. 16, $19.25; 
No. 17, $25.73; No. 1, $16.25; No. 2 





14; $1.34; 
61% "ft, $1. ois oe ft., $2. 34. 
Poles, etc. — Poles, with rattan 
washer and iron points, 5 ft., 67c. 
each net; with wood washer and iron 
point, 4% ft., 34c. Straps, 27c. a 
pair. Harness, $1.75. a pair. 


SLEDS. 

Speed-a- Pies —No. 90, $9.60 a doz. 
net; No. $10.80; No. 100, $11. 40; 
No. 150, 313: 20; No. 200, $16.80; 
No. 256, $19.20; _ 300, $25.20. 
Flexible Fliers, No. $2.50 each net; 
No. No. 3, Ge No. 4, $4.34; 

Racer, $4.34 each net. 

.50. Framed sleds, No. 

No. 54, $17.40. Clipper, 

a .80; No. 4, =. 40; No. 6, 

Baby sleighs, No. $10. 80 each 

net; sleigh boxes, $43. 0 per doz. 

Lightning snow scooter, $24 per doz. 
net. 


SNOW SHOES. 


Snowshoes.—Without slippers, 13 x 
48 in., $6.67 a pair net; 12 x 46 in., 
$6; 12 x 42 in., $6; 10 x 36 in., $4.34. 

Sandals.—Standard makes, men’s, 
$1 a pair net; women’s, 90c. 


TIES. 


Cow.—Three ft., $3.88 a doz. net; 
3% ft., $4.25; 4 ft., $4.60; 414 ft., $5. 


| TRAPS. 


Fish.—Ruggles Everlasting, 65¢c. a 
doz. net; complete with reel, etc., $2. 

















HARDWARE AGE for SEPTEMBER 4, 1930 





| MEET THE BUYING SEASON 
WITH A STOCK OF 


| BRI A FE ICE 





BETHLEHEM STEEL COMPANY 


General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, 


Washington, Atlanta, Pittsburgh, Buffalo, Cleveland, 
Cincinnati, Detroit, Chicago, St. Louis. 
Pacific Coast Distributor: Pacific Coast Steel Corporation, 
San Francisco, Los Angeles, Portland, Seattle, Honolulu. 
Export Distributor: Bethlehem Steel Export Corporation, 
25 Broadway, New York City. 








BETHLEHEM 


CAMBRIA 
FENCE 


The fall buying season for fence is right at 
hand. The next few weeks will bring a heavy 
demand for field fence, and profitable busi- 
ness for the dealer who is prepared to offer 
the farmer the kind of fence he wants. 


Farmers are more and more buying Cam- 
bria Fence. They know from experience that 
it is a fence of decidedly high quality, that it 
returns full value for every dollar spent. They 
know the years and years of service that it 
gives. 


Cambria Fence is a Bethlehem product, 
manufactured at Bethlehem’s Cambria Plant, 
Johnstown, Pa. It is a woven-wire, hinge 
joint, cut-stay field fence. Full-gauge wire is 
used in its manufacture. The wire has a 
heavy zinc coating which does not crack, flake 
or peel. The fence can be tightly stretched 
and it still retains its shape, because the Flexo 
Joint and the Tension Curve give it resilience, 
strength and flexibility. 


Prepare now to meet 
the fall buying season with 
a complete stock of Cam- 
bria Fence! 





We recommend Bethlehem 
Steel Fence Posts for use with 
Cambria Fence. These posts 
greatly simplify the erection of 
the fence. They are made of 
new high-carbon steel. They 
can be used equally well for 
both temporary and permanent 
fence construction. Bethlehem 
Fence Posts are made in Self 
Fastener and Punched Types 
in Angle and Tee Sections. 
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CLEVELAND: csicscns ‘Ae Rater Sow 


(Cleveland office of HarpwaRE AGB) 

CLEVELAND, Sept. 2.—There is improvement in sentiment in the 
hardware trade although sales continue light. Not much activity 
has developed as yet in seasonal merchandise for fall, although 
there is some business in a few lines including stove pipe and elbows 
and wire rakes. Sporting goods, including fishing tackle and golf 
goods, continue to move well and activity is now starting in guns and 
ammunition. Automobile tires are still in good demand. Call for 
canning equipment is not up to normal for this time of the year. 
Builders’ hardware is quiet and little if any improvement is looked 
for this year, as not much building work is under way. The market 
is steady on most lines and very few price changes are reported. 
Paint and varnish brushes have been reduced from 5 to 714 per 
cent and the reductions have stimulated sales not only for early de- 
livery but for shipment next spring. Present prices on fertilizers 
have been reestablished for next year. 

General industrial conditions in this territory show no improve- 
ment. Manufacturing plants are operating at their recent material- 
ly reduced capacities and there is no apparent change in the employ- 
ment situation. However, indications are that there will be some 
improvement during September. 

Collections are rather slow. 


-PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. CLEVELAND. 


BOLTS AND NUTS. molded is bales, * mye Ne a oe Ib. ; 
% in., c. per Ib.; sections, 
Carriage and machine ery and lag emia” Kc. Der lb. higher for both 
screws cut thread, 60 and 10 per cent grades and sizes. 


off list; % x 6 in. and smaller bolts 


with rolled thread an extra 10 per 
cand. Ghee’ Pp GARDEN PLOWS. 
Forest City, $2.75 each; G2 Ameri- 


BINDER TWINE. oe Gardener, ae a mney Ger. 
Best grade, $6.11% per bale; second 1014, $6.10 each. %, $5.80 each; No. 


grade, $5.73% er bale; car lots 
12i%c. lower per bale. GRASS CATCHERS. 
Perfection, 12 x 16 in., $8 per doz.; 


BUILDERS’ HARDWARE. 16 x 20 in., $9 per doz.; Easy-Empty- 
ing, 12 x 18 in., $10.75 per doz.; 16 x 
In case lots, lock sets, $5 per doz.; 22 in., $13.50 per doz. 


onary rap. hinges, 6 in., $1. ao per 
doz n per doz.; extra eavy 

T hinges, 6 in., $1.80 per doz.; 8 in., GRASS HOOKS. 
$2.70 per doz.; 10 in., $4.25 per doz. No. 10 ne $5.25 per doz.; 


Butts, case lots, 3 in. and 3% in., Forest City, $3.60 per doz.; Little 
l6c. per pair; 4 in., 2lc. per pair; Giant, $3.25 per doz; Komet, $2.40 
for less than case lots, all sizes are per doz.; ; Atkins, Perfection, $4. 75 per 
2c. per pair higher. Butts with sand doz. 


blasted finish are 4c. per pair higher. 
Ornamental hinges, standard finish, GRASS AND PRUNING SHEARS. 


$1 per doz.; nickel finish, $1.20 per 
doz.; sand blast finish, $1.15 per doz. Goodwin grass shears, No. 10, $13.80 
per doz.; No. 20, $10 per doz.; Clear- 


cut, No. 800, $6 per doz.; No. 1000, 
COOKERS. $10 per doz.; Wise, No. 600, $12 per 
No. 20 Conservo, $8 each. doz.; Doo-Klip grass shears, $10.80 
per doz.; Doo-Klip long handled grass 
FENCE, LAWN. shears, $18 per doz. 
Prunin Shears. — Clearcut, No. 
avin dae 1104, $11.50 per doz.; Pexto, No. 60, 
st.; style L, 36-in., 16c. per ft.; 42- $8 per doz.; No. 5, $3.50 per doz.; 
in., 18c. per ft.; 48- in., 20c. per ft. No. 505, $7.25 per doz.; Doo- Klip 
Dealers’ discount, 60 per cent. pruners, $10.80 per doz. 
GALVANIZED WARE. GRASS SEED. 
Pails, competitive line, 10-qt., $2.25 Excelsior, 3lc. per lb.; Pan Ameri- 
er doz.; 12-qt., $2.50 per doz.; 14-qt., can, 26c. per lb.; Shady spot, 36c. 
2.65 per doz.; 16-qt., $3.25 per doz. per lb 


Tubs, 10-gal., $6.15 per doz.; 14-gal., 


$6.95 per doz.: 17-gal., $8. per doz. 
Garbage cans, 4%4-gal., $7.10 per LANTERNS. 


doz.; 644-gal., $8.30 per doz.; 914-gal., Deitz line, Victor, $8 per doz.; 
$8.60 per doz.; 10%4-gal., ’$9. 80 per Ruby globe, $9.75 per doz.; Blizzard, 
doz. $13 per doz.; D-Lite, $13 per doz.; 
Watering pots a sazality, 4-qt., Little Wizard, $8.50 per doz.; Little 
- 75 per doz.; 6-q 6.75 per doz.; Giant, $11 per doz. 
8-qt., $7.20 per doz. ; 2 = » $8.25 per 
doz.; 12-qt., $9.75 per doz.; 16-qt., LAWN GOODS. 
$12.25 per doz. 
ak — —— ate. “ge iene 
“linching hose couplings, j per 
GARDEN HOSE. doz.; female ends, $1.30 per doz.; Per- 
Black, double braid, molded % _ fect Clinching hose menders, 80c. per 
in bales, 74%4c. per Ib.; ; Same % i doz.; Rainbow nozzles, $3.80 per doz.; 





8%c. per Ib. Red, double braid: Sprinklers, Rotary, $11.60 per doz.; 





hl $5.75 per doz.; Crest, $5.65 per 
OZ. 


NAILS AND WIRE. 


Factory shipment, car lots, $2.25 
per keg; less than car lots, $2.35 per 
keg for factory shipment and $2.40 
per keg for stock shipment. Other 
products for stock shipment, No. 9 
galvanized wire, $2.95 per 100 lb.; No. 
9 annealed wire, $2.50 per 100° Ib.; 
polished fence staples, $2.80 per 100 
lb.; galvanized fence staples, $3.05 
per P a Ib.; coated nails, $2.40 per 


Barbed wire, Lyman 4 point, cattle 
wire, pte atte? $2.54 for mill ship- 
eoneg and 1 for stock shipment; 

hog wire, 35. 73 for mill shipment and 

4 for stock shipment. 


NIGHT LATCHES. 
No. 26, 60c. each; No.: 20, 70c. 


each: No. 042, $1.50 each; No. 42, 
$1.65 each; No. 040, $1.30- each, 


POULTRY NETTING. 


Galvanized aftér weaving, 60 per 
cent off list; galvanized before weav- 
ing, 60 and 10 per ‘cent off list. 


PAINTS AND. VARNISHES. 


Mixed paints, first quality, 3, ie to 
$3 per gal. for colors, and $3.0 to 
$3.10 for white. 

bes “eo in drums, -47(\c. per 
gal.; in 5-gal. lots, 65%4c. sts gal. 

Linseed oil in drums $1.13% per 
gal.; in 5-gal. — $1.81% per lh 

White lead in 100 kegs, 13%c. 
per lb.; in 50 and 95 i. Kees, Fag 9 
per lb.; in 12% Ib. kegs, 14%c. p 

Quantity discount, 500 Ib. to . "ton, 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. . 


RADIO TUBES. 


C-324, $3.30 each; C-327, $2.20 each; 
a $2.50 each; CX-380, $1. 96 
each. 


ROPE. 


First sete manila, factory ship- 
ment, 19%c. per 1b.; stock ship- 
ment, 20c. per lb. Sisal rope, factory 
shipment, 16c. per 1b.; stock ship- 
ment, 1644c. per Ib. 


RUBBISH BURNERS. 


Canco No. 51, $4.20 each; No. 81, 
mg each; Cyclone Catchall, $21 per 
oz. 


SCREEN DOORS. 


No. 288, 2.6 x 6.6, $19.25 per doz.; 
2.6 x 6.8, $20 per doz.; 2.8 x 6.8, $20 
per doz.; 2.8 x 7, $20.75 per doz.; 
2.10 x 6.10, $21.25 per doz.; 3 x 7%, 
$22 per doz. 


PANEL DOORS. 


With galvanized wire, No. 315, 2.8 
x 6.8, $29.75 per doz.; 2.8 x 7, $31. 50 
per — ; 2.10 x 6.10, $32.40 per doz.; 
3 x 6.8, $32.75 per doz.; 3 x 7, $33.60 
per doz. 


PREPARED ROOFING. 


Common grade, light, 82c. per sq.; 
medium, $1 per sq.; heavy, $1.18 per 
sq.; better grade light, $1.03 per sq.; 
medium, $1.32 per sq.; heavy, $1.55 


per sq. 
Slate surface roofing, $1.77 per sq. 


SHEATHING PAPER. 


A grade, 85c. per roll; B, 60c. per 
roll; C, 45c. per roll. 


WINDOW SCREENS. 


Wood, extension, 10 x 30, $2.95 per 
doz.; 15 x 33, $3.40 per doz.; 18 x 33, 
$3.75 per doz.; 24 x 33, $4.45 per doz.; 
24 x 37, $4.70 per doz.; 28 x 33, $5.25 
per doz.; 28 x 37, $5.60 per doz. 
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RUSSWIN LIQUID DOOR CLOSER 


“Can it take it?” 
“Can it absorb punishment?” 
“Can it stand the gaff?” 


KAA CT 


Three “vital questions” by the users of DOOR CLOSERS. 


IT 


Any Door Closer looks nice when it is fresh from the Factory. 


The important question isn’t: How does it look on the door? 


A 


Tt’ Can it take the beatings of North Dakota blizzards or = 
Ss stand the blaze of Arizona sunshine and still function? 


RUSSWIN Door Closers can do that. 


Russell & Erwin Mfg. Co. 


The American Hardware Corporation, Successor 
New Britain, Conn., U. S. A. 
NEW YORK CHICAGO LONDON 


LTA 
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400 Trumbull St. 


Tools of the 
better Quality. 


Tools that sat- 
isfy the most 
discriminating 
mechanic... 
Tools that will 
add the skilled 
mechanic to 
your list of 
customers and 
keep him 


there eee 


This is the definition 
of American Swiss 
Mechanics’ hand 
tools. They are 
backed by a manu- 
facturer of over 30 
years’ standing. If 
you are not already 
handling American 
Swiss Products, may 
we send you catalog 
and price list? 





American Swiss File & Tool Co. 
Elizabeth, N. J. 


BwiEs' 


Mechanics’ Hand Tools 
Files of Precision 
and Knurls 











“Buy From Your Distributor” 








Sales Distribution Inquiry Brings Illuminating Data 


(From Our Washington Bureau) 

The results of the “Sales Distribu- 
tion” inquiry of the Bureau of the 
Census, the first ever undertaken, thus 
far have been most gratifying and 
illuminating, according to Dr. Robert 
J. McFall, chief statistician for distri- 
bution. As yet no figures for detailed 
analysis are available, but Dr. Mc- 
Fall pointed 
out that the 
final compila- 
tions are con- 
fidently 
expected to re- 
veal beneficial 
informa- 


tion on the 
trend in the 
distribu- 


tion field as 
well as to fur- 
nish compre- 
hensive data 
on wholesale 
and retail 
merchandising 
activities of 
manufacturers. This is only one phase 
of the work and was discussed by Dr. 
McFall because much interest is being 
manifested in the “Distribution of 
Sales” inquiry inserted in the census 
of manufactures questionnaire. It 
will, if manufacturers take pains to 
fill out the schedule, disclose how man- 
ufacturers sell their goods and to what 
extent they are engaged in wholesale 
and retail merchandising. 

Dr. McFall explained that the sales 
distribution inquiry asks the manu- 
facturer to report his products which 
were sold during 1929 in any of the 
following ways or means: , 

“Sales invoiced to wholesale estab- 
lishments of all kinds not owned or 
controlled by or affiliated with this 
plant.” This, of course, has reference 
to the independent wholesaler. 

“Sales invoiced to branch or other 
wholesale establishments -owned, or 
controlled, or affiliated with this 
plant.” Sales included in this classifi- 
cation are those of a manufacturing 
establishment which sells to its own 
wholesale selling organization, such 
organization actually taking title to 
the commodity and not merely acting 
as a medium through which the sale 
is made and receiving a commission 
for the sales service. 

“Sales invoiced to retail establish- 
ments not owned or controlled by or 
affiliated with this plant”; that is, 
sales to chain, group, or single retail 
establishments which buy at wholesale 
prices direct from the factory and sell 
the products at retail prices. 





DR. ROBT. J. McFALL 


“Sales invoiced to branch or other 
retail establishments owned or con- 
trolled or affiliated with this plant”; 
that is, retail stores either local or in 
different.localities which are connected 
with the particular factory. 

“Sales to industrial and other large 
consumers who buy at wholesale.” 
This query has proved confusing in 
many instances, Dr. McFall said. It 
is intended to cover those sales of 
products which were bought by an- 
other manufacturer as a raw mate- 
rial to be used in the production of 
another article or used as a supply or 
equipment and not resold. It also 
covers those sales to large concerns 
with consumption sufficient to warrant 
them buying at wholesale prices, but 
which products so purchased are not 
resold. This includes sales to large 
building contractors who buy prod- 
ucts at wholesale to be used as a ma- 
terial in their particular business as 
well as wholesale purchases by in- 
stitutions of various kinds for con- 
sumption, 

“Sales .direct to home consumers 
(through field agents or otherwise).” 
This query is intended to cover those 
sales made to the ultimate consumer 
who buys the product in retail quanti- 
ties at retail prices for his own use 
and consumption and does not pur- 
chase the products with the intention 
of reselling them. 

Sales by manufacturers through 
selling agencies are reported under 
the query: “Volume of above sales 
through manufacturers’ agents, sell- 
ing agents, brokers, and commission 
houses.” 


Building Permits in July 
Gained 2.4 Per Cent 


With indicated expenditures for build- 
ing construction at $164,067,963 for the 
month of July there was an increase of 
2.4 per cent in the estimated cost of all 
building operations covered by permits 
issued in that month, as compared with 
June, according to reports received by 
the Bureau of Labor Statistics of the 
Department of Labor from 288 identical 
cities having a population of 25,000 or 
over. Residential buildings decreased 2.2 
per cent, while nonresidential buildings 
increased 5.1 per cent, the report said. 

Dwelling places in new buildings were 
provided for 10,361 families by the July 
permits, it was said. This is a reduction 
of 8.2 per cent from the 11,287 families 
provided for during the month of June. 
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Why Not Play Fair? 


(Continued from pagg 25) 


Take more pains to find out the 
policy of the makers of goods you 
carry—they may cost more to buy, 
but your profit on them is sure. 

Beware of the smooth salesman 
who comes to you direct from the 
factory with jobber’s prices and all 
sorts of concessions—there’s a 
catch in it every time, and the catch 
is that if you pursue such a policy 
you are on the road to a good lick- 
ing—and you deserve it. 

There are truly high-class manu- 
facturers in all lines—many of 
them—and in every case you will 
find them fighting the hardest and 
most discouraging battles with un- 
reliable competitors, in order to 
protect legitimate trade—they are 
working directly for your personal 
benefit, Mr. Merchant, even more 
than for their own interests. 

I sometimes wish the merchant 
could sit in at a sales conference of 
an ethical manufacturer! He would 
hear salesmen report that jobbers 
were stocking cheap imitations of 
his standard goods, which were be- 
ing sold on a “just as good” basis at 
ruinous prices—that rebates were 
being given by his more respectable 
competitors to keep him out—that 
retailers, who had always bought 
his goods, stated frankly that while 
they would like to continue handling 
his line, they could not afford to 
buy through their jobber, because 
competitive manufacturers were 
selling them direct at jobber’s 
prices. 

Then he would hear these same 
salesmen tell of their visits to re- 
tailers, to look over their stock, and 
find a few of the standard articles 
they were selling on display, and 
in the adjoining bin a large display 
of some competitive gyp goods, of- 
fered at much lower prices, and be- 
ing pushed by the retailer to the 
exclusion of the legitimate line. 

I am sure the thinking merchant 
would be as heart-sick as is the 
honest manufacturer; and the same 
old question of policy would loom 
—what should we do? What can we 
do? If we wish to descend to the 
moral level of our unethical com- 
petitors, we can get the business, 
as our goods are universally recog- 
nized as standard, while theirs are 
not! 


Or should we continue to allow 
ourselves to be gypped by other 
manufacturers and double-crossed 
by our jobbers and dealers by 
keeping our umbrella of standard 
goods, at fair values, spread over 
them? 

I assure you, Mr. Merchant, that 
the better class of manufacturer, 
who is playing fair with you, is 
sweating blood to do it; and it is 
only through the exertion of the 
strongest character and will power 
that he is able to resist the advice 
often given by his salesmen to fight 
fire with fire—ignore you, and go 
after his unethical competitors, 
whom you are supporting to his 
ruin and to your own. 

Be fair with those who are being 
fair with you—be fair to your- 
selves—it is the only paying policy 
in the last analysis. 





Bicycle Production Gained 
20.5 Per Cent in Numbers 
for 1929 


(From our Washington Bureau) 

The bicycle is staging a good come- 
back. Hardware dealers who handle this 
convenient vehicle of transportation—as 
well as those who do not—will be inter- 
ested to learn that, according to the Bu- 
reau of Census, the number produced in 
1929 rose to 307,845, valued at $6,183,773 
from 255,456, vlaued at $5,803,440 in 
1927, an increase in number of 20.5 per 
cent, but owing to the cheaper unit price, 
of only 6.6 per cent in value. 

On the other hand, an opposite trend 
was shown for motorcycles, perhaps due 
in part to competition with low-priced 
automobiles. The output of motorcycles 
in 1929 totaled 31,912, valued at $7,542,- 
862 as against 35,197, valued at $8,000,- 
683, in 1927, a decrease of 9.3 per cent in 
number and 5.7 per cent in value. 

The year of peak production, by value, 
for bicycles was 1919, with a total of 
470,675, valued at $12,277,341. But in 
number the peak was in 1923, with an 
output of 486,177, valued at $10,726,900. 
This represented more than twice the 
number produced in 1921, when the total 
was 216,464, valued at $6,218,394. In 
1925 the production was 303,446, valued 
at $7,030,566. In 1909, there were 168,- 
824 bicycles, valued at $2,436,996, pro- 
duced. 

The year of peak production and value 
for motorcycles was in 1919, when the 
output was 59,214 units, valued at $16,- 
176,055, increasing from 52,154, valued at 
$12,161,775, in 1914. In 1923, the number 
declined to 41,898, valued at $10,025,170. 
In 1909, the production of motorcycles 
totaled 18,628, valued at $3,015,988. 








Ten this to the 
next man who comes 
in to buy a hammer: 


A Maydole won’t tire 
your arm, its hang has 
never been equalled .. . 
claws have a grip like a 
bulldog’s jaw, will pull 
the smallest brad or larg- 
est nail without slipping 
« « « just enough crown 
on the face to prevent 
marring the work... 
balance, strength, and a 
stubborn resistance to 
wear are built in. 


Yow’ll sell more ham- 
mers if you display 
and recommend 
Maydoles. Your job- 
ber can supply you. 


Write for a free supply of Pocket 
Handbooks 23 “C’’. 


Maydole 


Hammers 


The David Maydole Hammer Co..Norwich NY. 
4160 
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TAPES — 
RULES, and 
TOOLS 


No nex 


to argue the merits 

of LUFKIN products. In 
distributing them the 
dealer sells perfect 
satisfaction in the 

form of accurate 
markings, ease 
and convenience 
of operation, 


and long 


service. 


Distributed Thru Jobbers 


Send for Catalog 


THE [UFHIN fpuLe C0. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 











Store Hours Surveyed by National Chamber of Commerce 


Data on practices in regard to 
store opening and closing hours 
have been obtained by the Domes- 
tic Distribution Department of the 
Chamber of Commerce of the 
United States, Washington, D. C., 
from more than 250 local chambers 
throughout the country and are re- 
ported in “Store Opening and Clos- 
ing Hours,” available from the 
Chamber for 15 cents a single copy, 
with a reduced rate for quantity 
orders. The survey did not cover 
drug stores, food-serving establish- 
ments, confectionery stores, or 
garages. 


The majority of reports show that 
opening hours average from 8.30 to 
9 a.m. and closing hours from 5.30 
to6 p.m. Summer closing practice 
frequently provides employees with 
a shorter week, either through a 
half day off, usually Wednesday or 
Thursday afternoon, or a half-hour 
shorter day through the summer 
months, except that in some cities 
the Saturday hours remain the 
same. An exception is noted in the 
resort country of Michigan and 
New England, where evening hours 
in summer are lengthened to make 
the most of vacation months. Agri- 
cultural conditions also are found 
to cause variations in certain sec- 
tions, and a longer day on pay days 
in industrial communities, even in 
summer months, is not uncommon. 


Week-day closing hours were re- 
ported by 178 cities as follows: 5 
o’clock, 4; 5.80 o’clock, 70; 5.40 
o'clock, 1; 6 o’clock, 101; and 8 
o’clock, 2. Saturday closing hours 
were reported by 127 cities as fol- 
lows: 8 o'clock, 3; 9~o’clock, 82; 
9.30 o’clock, 24; 10 o’clock, 17; and 
11 o’clock, 1. 

The large stores in a city, it is 
reported, usually live up to all es- 
tablished practices, but frequently 
smaller stores either do not agree 
to participate in the beginning or 
maintain hours to suit themselves. 
The greatest irregularity in the 
maintenance of hours was shown 
by food stores, which usually open 
earlier in the morning than other 
outlets and remain open later at 
night. In many cities they remain 


open a few hours on holidays and in 
some instances on Sundays. Food 
stores, however, were found most 
frequently represented among stores 
closing for a period each week in 
the summer months and stood al- 
most alone in year-around half-day 
closing. 

The report brings out the impor- 
tance of agreements on closing 
practices among stores in the same 
group in any community, as refusal 
of two or three stores or even of 
one predominant retailer to recog- 
nize the closing period almost forces 
all others in that classification to 
remain open. 


Detroit More Cheerful as 


Motor Car Plants Resume 
(Continued from page 50) 





by this innovation. On the other hand, 
there are some who do not believe 
that there is yet a genuine demand 
for or much interest in radio equip- 
ment so far as the buying public is 
concerned. It will be interesting to 
see what develops as a result of Ply- 
mouth’s plan. 

Wire or disc wheels are now op- 
tional equipment without extra cost 
on Chevrolet passenger cars. Effec- 
tive Aug. 1, all passenger cars shipped 
to dealers have wire wheels, but cus- 
tomers who prefer disc wheels can 
obtain them from dealers who have 
stocks of both types. Formerly all 
passenger cars, with the exception of 
sport models, had disc wheels as 
standard equipment. The new wire 
wheels come in a variety of colors to 
harmonize with the car. 

This new move on the part of Chev- 
rolet only deepens the impression that 
the 1931 models will not differ a great 
deal from the present line, with the 
exception of a few added refinements. 
The report persists that Chevrolet 
will bring out its 1931 cars before 
the end of the year; also the report 
that it will offer both four-cylinder 
and six-cylinder models to intrigue 
the public into purchasing. 

At the time that the Graham Broth- 
ers sold their truck business to Dodge 
they are reported to have made a 
five-year agreement to refrain from 
starting a competitive line. This 
agreement expires next spring and 
therefore the future program of Gra- 
ham Brothers is the subject of much 
speculation. 
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Atkins Saw Wins Rolleo Prizes 


Atkins silver steel segment ground 
cross-cut saw No. 91, made by E. C. 
Atkins & Co., Indianapolis, Ind., won 
first, second, third and fourth places 
at the Longview Rolleo. The event, 
which compares with the rodeo of the 
Southwest and State fairs of the Cen- 
tral States, was largely attended by 
lumberjacks. This year’s Rolleo was 
held at Lake Sacajawea, on Aug. 8 
and 9, before 3000 and 4500 specta- 
tors respectively. 

William Strom, Weyerhauser Tim- 
ber Co., Camp No. 6, Longview, Wash., 
set the fastest time, using an Atkins 
No. 51 7-ft. silver steel cross-cut saw, 
cutting a 40-in. fir log in 3 min. 47 sec. 
Garrit Dykstra, of the same camp, 
using the same type of saw, won sec- 
ond prize, being just 19 sec. behind 
Mr. Strom. Felix J. Girt, Willark, 
Ore., winner of last year’s contest, 
took third prize for cutting through 
the log in 4 min. 30 sec. John Wesh, 


Long Bell Lumber Co., Riderwood, 
Wash., took fourth place for cutting 
through in 4 min. 40 sec. Arthur 
Graham, Weyerhauser company, used 
an Atkins silver steel file in fitting 
the winning cross-cut saw. 

At the University of Arkansas 
Farmers Week held in Fayetteville, 
Ark., the same saws won first, second 
and third prizes, in 23 sec., 28 sec. 
and 30 sec. in a contest, using a 16-in. 
black oak log. The sawers had to 
start with handles off and finish with 
handles off in this contest. 

In Raleigh, N. C., at State College, 
the North Carolina Farmers Log Saw- 
ing Contest brought victory for Atkins 
Nos. 8 and 9 silver steel cross-cut saws, 
bringing home the bacon on an 84 
Loblolly pine, 24 in. in diameter, with 
42 sec. for first place, set by R. A. and 
Val Hopkins, Eldorado, N. C. Second 
place was won by O. D. Riddle and 
Lee Poindexter, Bymun, N. C., in 
45 1/5 sec. 




















United States Leads 
In Auto Tire Exports 


Tire casings shipped by the United 
States during the first half of the year 
led all other exporting nations by a 
good margin, according to figures released 
by the Department of Commerce. 

The exports for the period amounted 
to 3,602,616, of which the United States 
shipped 1,447,929; Canada, 825,368; 
United Kingdom, 756,489, and France, 
572,830. 

Total shipments to European import- 


ing countries were 1,492,793, of which 
the United States shipped 577,876; Can- 
ada, 303,561; United Kingdom, 406,246, 
and France, 205,110. 

The next largest divisional market 
was Asia, the exports to which 
amounted to 612,144 tires, and of which 
the United States supplied 316,666; Can- 
ada, 97,617; United Kingdom, 102,941, 
and France, 94,920. 

Exports to South America reached the 
figure of 531,904, of which the United 
States’ manufacturers supplied 233,734; 
Canada, 209,017; United Kingdom, 67,640, 
and France, 21,640. 
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THEY SELL 
ON SIGHT 


BLUE steel—visible temper— 
visible quality. That is what 
makes BLU-TEMP the fastest 
selling shovel wherever it is 
displayed. Buyers know that 
tempered steel is tough and 
durable; and they know that 
blue steel is tempered. 


BLU-TEMPS cost you only 
slightly more tnan ordinary 
carbon steel shovels. You sell 
them at a handsome added 
profit; and your turnover is 
rapid. You make more money 
on BLU-TEMPS. 

BLU-TEMP blades are made from a 
special steel of alloy quality which is 
correctly heat-treated and tempered to 
a true BLU-TEMP color. We can 
furnish BLU-TEMP Shovels in all 
standard Solid Shank shapes and styles. 
BLU-TEMP handles are selected from 
high grade northern white ash. 
BLU-TEMPS are bundled in standard 
size packages of six each. When so 
ordered they are shipped in cotton bags 
for protection to labels and finish. 
BLU-TEMPS are sold through exclu- 
sive distributors. If you do not know 
the distributor in your territory, order 
from us. We will ship direct, and 
bill through our nearest distributor. 


BEALL. 


BROTHERS 
ALTON, ILLINOIS 


Manufacturers of all standard types and 


styles of Shovels, Spades and Scoops. 
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Stock Starretts ... 
display them... 
and you win the 
best customers 
you can have: the 
skilled machinists 
who appreciate the 
finest quality, in 
tools and in every 
other line you 
carry. 


Write for information on Starrett 
Dealer Helps; for extra copies of 
Starrett Catalog No. 25 ‘A 


THE L. S. STARRETT CO. 
World's Greatest Toolmakers 
Manufacturers of Hacksaws Unexcelled 
Steel Tapes—Standard for Accuracy 
ATHOL, MASS., U. S. A. 


50th Anniversary of Starrett Tools 1880 — 1930 





Tools 
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—=IN THE WEEK’S MAIL 


The Inevitable Evolution 


New York City.—Allow me to write 
you some thoughts and ideas which I 
think would be interesting to readers of 
HarpWARE AGE. 


Looking at the present so called bad 
times and business depression you find 
the following facts—Millions of people 
are unemployed due to their displacement 
by machinery. Men over the age of 45 
or 50 years find it hard to get employ- 
ment once they are laid off. There is 
in some lines an over-production due to 
the reason that machines produce more 
than men and at the same time the price 
on the article remains the same. 


The profits in conducting business are 
smaller and at the same time the cost of 
doing business is growing higher. As 
the profits are smaller you are forced 
to carry additional lines so as to increase 
the sales. The farmer is not receiving 
enough on his products for the reason 
that there is too much waste in the dis- 
tribution of his products. 


Looking over these facts you must 
bear in mind the present economic unrest 
and depression is a sort of transition 
period for a much higher and better 
economic condition. 


If you would take the trouble to recall 
the panics of the past you will notice 
that each time we came out of it much 
stronger and better equipped to eliminate 
waste in production and distribution and 
thereby elevate our economic conditions. 


It seems that each panic is a stepping 
stone toward the elimination of the 
cause of the economic unrests, that is, 
“The Elimination of Waste.” 

In viewing above mentioned facts and 
with above idea in mind you can readily 
see that the present condition will lead 
us to the following: 

Working hours per day and working 
days per week will be reduced. 

Employees will be pensioned at retire- 
ment age, just like government employ- 
ees. 


Wages and prices of commodities will 
adjust themselves so there will not be 
any waste between them. 

The small inefficient business will have 
to go out of existence. 


The government will go in intensively 
in regulating the activities of the farmer 
and business man. 

Therefore you must not get discour- 
aged and shut your eyes to the change 
that you are experiencing but rather use 
your knowledge, experience and resources 
to assist in changes which some econo- 
mists call “The Inevitable Evolution.” 


Aaron Ets, 
J. Eis & Son. 


Becoming Bolder 


Str. Louis, Mo.— Your editorial 


“They Sell Appliances Now—What 
Next?” in the Aug. 14 issue was 
timely and true. 


We thoroughly en- 














end Metal Stands 
Ponery Bases Are Also 4 Prive. 





These are from the lending lamp studios of the country 
and sere selected for thew ureque shape harinoneon co 
Now 











buy Lamps. In the lot are Lampe that will grace and odd 
cheer to any room in your heme. You will find: 






Lamps Formerly $3.50 to $50— 
= 7 Oe New S178 10 O88 


‘Shades Formerty $1.10 to HS— 
Now S8e 0 $2250 


Stands Formerly $195 to $40— 
Now 98¢ to $20 
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joyed it, as we agree that public 
utility companies are becoming bolder 
and entirely disregard the dealers’ in- 
terests. 

We enclose an advertisement from 
this evening’s St. Louis Post-Dispatch, 
which proves that you are right when 
you say these companies are the deal- 
ers’ present unfair competition and a 
menace. E. A. ELLERMAN. 


A Salesman’s Problem 


I travel for a large wholesale hard- 
ware company, and one of my biggest 
problems is to keep the buyers in re- 
tail stores from consuming too much 
time while buying their needs from 
me each trip. 

There are some buyers who are the 
“cream of the earth,” but there are 
also some who seem to think that 
every little thing in the way of store 
detail must be looked after during my 
call. 

Some actually check over statements 
and memoranda, call up over the 
phone, and otherwise busy themselves 
with a volume of minor things which 
should be laid aside while he does his 
buying. 

I do not know how some such mer- 
chants buy to any advantage. As a 
rule, such buyers are very sensitive 
and take offense at any suggestion that 
they settle down and give strict atten- 
tion to the matter, when they are buy- 
ing their merchandise for resale. 


W. O. B. 
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Hand-to-Mouth Buying 


By R. O. EASTMAN 


Marketing Counsel 
Managing Director, The Window Shade Institute 


ROBABLY no one thing con- 
Presinte so much to save the 

country from financial panic 
in 1930 as the tendency developed 
during the past few years toward 
what we term “hand-to-mouth” 
buying. 

If, following the crash of last 
November, there had been the in- 
ventories of 1921 to liquidate, fac- 
tories would have had to complete- 
ly close instead of merely curtail- 
jing production, and widespread 
disaster would have been inevit- 
able. 

Hand-to-mouth buying has 
taken the slack out of the line of 
distribution which unites the buy- 
er and producer, so when the 
slump hit us, there was no slack 
to be taken up. Thus, this ten- 
dency has proved a blessing in dis- 
guise even to many interests that 
have deplored it. 

Hand-to-mouth buying was a 
natural result of improved and 
speedier service in getting goods 


from where they are made to. 


where they are used. It is as fu- 
tile to fight against it as to battle 
against a flowing tide. It was as 
inevitable that rapid turnover 
should replace long stocks as that 
the electric should supplant the 
gas light or radio the old-fash- 
ioned phonograph. 

But it can be overdone and is 
today being overdone! If hand-to- 
mouth buying is to be effective, 
the hand must at least reach the 
mouth. 

Merchants cannot and must not 
restrain their buying to the point 
that they are not rendering ac- 
ceptable service to their consumer 
trade. Yet, too many of them are 
doing this today. 

The balance of trade that makes 
up the difference between prosper- 
ity and depression consists of un- 
planned consumer purchases—dol- 
lars that are lured out of people’s 
pocketbooks by attractive mer- 
chandise, attractively displayed. 
If the stores haven’t such mer- 
chandise or such displays, this 
business is lost. 

In times of business quietude, 


consumers will generally buy ne- 
cessities only. They have to be 
sold luxuries. And a luxury may 
be a necessity that can be put off 
until tomorrow or next month. - 

We can do without luxuries but 
we can’t do without the luxury 
business. For the makers of lux- 
uries depend upon their sales in 
order to buy their own necessities. 

From all over the country come 
reports of pitifully depleted 
stocks. The hand isn’t reaching 
the mouth. The consumer won’t 
ask for what she doesn’t see. 


To get this balance of business. 


back, the merchants must act first. 
The buying wave must come in the 
back door of the store before it 
goes out the front. 

There’s a hundred million dol- 
lars’ worth of this business a week 
waiting to be gathered in. 








A Convenient Window 


Pa to a street level below the store 
floor level, J. A. Sullivan & Co., 











Northampton, Mass., have window dis- | 


plays the floors of which are on the level 
with the store floor. To facilitate easy 
entrance for trimming windows, L. L. 
Campbell had a full size door built, as 
shown in this picture. 


Though not orig- | 


inally intended for that purpose, this door | 


has made a very effective and profitable 
auxiliary salesroom for goods displayed 
in the window. 


| 
| 





Size Shown 
on Each Box 





Bakatax save your time by show- 

ing the tack size on the end of 

each individual box. There it is 

for the consumer to see without 
tearing open half a dozen boxes 

to find what he wants. And the 
modernly designed Bakatax dis- 

play box looks well on a promi- 

nent counter or table where it 

will remind consumers that they 
need tacks. Bakatax are rust re- 
sisting, sanitary and attractively 
blued. Just send a card giving 
your name and your jobber’s 
and you will receive samples 
of Bakatax. Geo. Baker & Sons, 

Inc., Brockton, Mass. 

SPT TE 

Send fora FREE SAMPLE 









































Signs Bring Business 


“Pep up’ your business with atten- 


tion-compelling store signs. Signs, 
streamers and price cards attract cus- 
tomers to special offerings and ma- 
terially help to increase sales. Deal- 
ers tell us it is easy to make good 
signs with— 


in PIAR A 
SHOW CARD WRITER 


WORE EWE 


Has features found in no other sign 
making outfit. Send for descriptive 
folder and prices. 


NATIONAL SIGN STENCIL CO., 


Incorporated 
1602 University Ave. 
St. Pau MINNESOTA 
Canadian Distributors: 
National Display Specialties, Brockville, Ont. 
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“Cash in!’ 


with the FASTEST TURNOVER 
. . . . and the greatest profit per year 











The NEW GILLETTE BLADE turnover and greater profits, dealers 


hick of rust-resisting steel ..... are cashing in and ringing up rec- 
the best blade in the world..... in ords on their cash registers. Con- 
constant demand..... making sistent magazine and newspaper 
quick and easy sales..... ccuntless advertising ..... and beautiful dis- 
millions are being sold daily ..... plays are creating this tremendous 
feature them and suggest them for demand. Write for your display 
greater profits..... with this fast today. 


THE New Gillette Bla 
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(CUTLERY 


SING panel displays 

for all lines of cutlery 

and combining cutlery 

accessories with each 

display has brought a 

noticeable increase in 
the cutlery business of the William 
H. Fox Company, hardware deal- 
ers of Cincinnati, during the last 
year. 

Previous to the use of panel 
displays, this company used the 
conventional show case and dis- 
play tables in all of its stores to 


SELLS BETTER 


merchandise cutlery. But this 
method had marked disadvantages. 
Customers quite frequently did 
not see the displays or if the arti- 
cles happened to be on a display 
table customers handled the va- 
rious items and in a short time 
they became shopworn. 

Or even when the display was 
in the show case, it became neces- 
sary for the clerks to handle the 
items frequently in showing the 
merchandise to the customer. 
And again many items of cutlery 


WHEN DISPLAYED ON 








William H. Fox Co. of Cincinnati, Ohio, have increased 
cutlery sales during the past year. They adopted a 
system of display which has demonstrated that 


PANELS 


became marred and _lusterless. 
Another difficulty with the show 
case arose when a _ particular 


item became obsolete or was re- 
placed by a new pattern. It then 
became necessary to remove the 
whole display from the show case 
or table and in doing so a rear- 
rangement of the entire line was 
required. 

And, finally, cutlery did not 
move as rapidly when in show 
cases or on display tables. 

At a conference of the four 








oy" 
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Cutlery Sells Better When Displayed in Panels 


(Continued from 


brothers, Willam, John, Joseph and Arthur Fox, who 
operate The WiHiam H. Fox Company, to discuss mer- 
chandising in a fourth new store, it was decided to 
use display .panels for all cutlery articles in the new 
store. 

In the little over a year’s time which this method 
has been used, sales of cutlery has increased so 
markedly in the new store that the method is to be 
used in all the stores of this company. 

All articles of cutlery handled by this company are 
mounted visibly on panels with price tags attached 
so that anyone looking at the display may see both 
the articles and the price at once. And in many in- 
stances accessories are mounted with the cutlery. 
For example, brushes and strops are mounted with 
razors. 

“In the time we have used this method of merchan- 
dising cutlery our sales have increased markedly,” 
William Fox said. “We now show our complete lines 
of scissors, shears, pocket cutlery and flat cutlery on 
panel boards, and find that customers buy more often 
than formerly. 

“In addition to displaying cutlery, we mount ac- 
cessories alongside of the cutlery and thus suggest 
to buyers that with a razor, for example, they should 
buy a brush or strop or some other similar article. 


preceding page) 


We find this has also aided remarkably in increasing 
our sales in these accessories. 

“We also find that our merchandise does not become 
so marred and shopworn as formerly when we used 
display tables or showcases and customers see our 
merchandise more quickly by this new method. I can 
safely say that of all the merchandising methods we 
have used, the panel display has been more produc- 
tive of good results than any other:method.” 

The turnover, while fairly rapid, is never permitted 
to close out any item. -New supplies are ordered 
weekly and all items are kept in stock, so that no 
customer is met with “Sorry, but we are out of that 
item just now, but we will have it in a week.” In 
fact, since the new method has‘ been adopted, the Fox 
Company replenishes about one-sixth of its cutlery 
stock each week. . 

In addition to the panel displays in the store, win- 
dow display with panels, as shown in the above pic- 
ture, are used frequently. By duplicating the panel 
displays in the window, the passing customer sees in 
the window what he wants and then on entering the 
store he may indicate on a panel, similar to the one in 
the window, tthe item he wishes and then no difficulty 
is experienced in making the purchase. 








In Parkersburg, W. Va., 





F. A. Stahlman & Co. have tried out the new type of 

cutlery case, making the test by placing the new case alongside of an old style 

one. As might be expected, an average of two pocket knives were sold from the 

new case to every one sold from the old case, which again proves the efficacy and 
superiority of modern display fixtures. 




















HARDWARE AGE for SEPTEMBER 4, 1930 73 


EXTRA MASSAGE 
PROFIT 


BAR 
in connection with 
our Saturday Evening 
Post campaign... 



























20 CHRISTY Demonstrator Razors ck 
| CHRISTY Standard Razor «& 
in this Big New CHRISTY Razor Deal 


Clue big Christy Campaign 


in the Saturday Evening 








HERE IS THE DEAL!... First of all 
-- 20 Christy Demonstrator Razors Free with 
your order for 30 packages of Christy Blades (5 

to a package, regular jobbing price 25¢ a package). 
These razors are for free distribution to new users, 
each of whom will want a package of blades. You make 
your regular profit on the blades (which you sell at 35c 
a package) -- and by placing the Demonstrator Razors you 
naturally increase your repeat blade business . . . The 10 
extra packages of blades supply you with minimum stock for 
this repeat business ...And you also receive the Standard 
Christy Razor Free, to sell at the regular price -- $1 -- all 
“velvet’!... Mail the coupon today to your jobber. The deal 
will come to you complete in sealed carton, with counter display 
container and window streamers -- all set to ge! Or mail coupon direct 


Post is under way. Td permit 
you to cash in on this adver- 
tising, Christy offers you 
an unusual deal--a deal 
that will make extra 
money for you and 
build up profit 


> SS 


able repeat 


Se 
—~ aah 


~ 


business on 


“S 


CHRISTY ty to us if your jobber does not handle Christy products. Act now! There’s 
Rlades Ad extra profit awaiting you -- and steady profitable repeat business on 


famous Christy Blades. 
THE CHRISTY SALES COMPANY, FREMONT, OHIO 


MAIL COUPON For This Big Deal! 



































LAA 
HS 
V Name ofJobber. 

& z Send me the Christy Deal consisting of 20 Christy Demon stra- 
tor Razors -Free, 1 Christy Standard Razor Free and 30 pack- 
ages of Christy Blades, 5 to a package, and bill for blades only 
on your usual terms. 

Name 
Address. 
SAFET —— 
mR ERE A RISEN Ordered by 
Mail to your jobber -- or direct to the Christy Sales Company, 
WI TH MAS SAGE BAR Fremont, Ohio, if your jobber does not handle Christy Razors. 
—_—LLLLLALELL EE GELLAR ELLIE 
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A Winning Idea for the Cutlery 


O you know that whit- 
tling is fun? A sales 
staff of a hardware store 
in Oregon discovered 
this fact and used it to profitable 
advantage. Over a period of years 


Department 


the store had accumulated an.over- 
stock of pocket knives. Sales had 
dwindled to almost nothing. Ap- 
parently people weren’t using pock- 
et knives any more. 

One of the salesmen, to keep the 
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An illustrated show card that will attract attention to your display of pocket knives 
and help the customer to realize the pleasure of whittling 


matter on his mind, took one of the 
knives home with him. He found 
himself whittling a soft piece of 
pine kindling wood. He whittled 
and whistled and thought. Whit- 
tling was fun! He had not known 
how much fun it really was. Be- 
fore he knew it he had whittled a 
small boat, the kind small boys sail 
in the flooded gutters after a rain. 

An idea came to him. Why not 
put this toy boat in the store win- 
dow, with a lot of pine sticks and 
shavings and a large assortment of 
jack knives offered at a_ special 
price? That was the winning idea! 

In a few days almost all the 
knives were sold. 


Capitalizing the Idea 

That this idea may be capital- 
ized by other hardware merchants, 
we have prepared an illustrated 
show card for use with such a dis- 
play. The cross lines on the show 
card are placed there for guidance 
in making the cartoon, and should 
be erased when the job is complete. 
Of course the show card man can 
and will use his own style of let- 
tering. 

The window display may be car- 
ried as far and elaborately as de- 
sired, but an effective and attrac- 
tive window may be obtained by 
appealing simply to the imagina- 
tion of the average man’s desire to 
whittle. Almost every man has 
been something of a whittler when 
a boy, and a display of this ‘kind 
will take him back to his boyhood 
days; which is still another avenue 
of approach for the sale of pocket 
knives. 

It is the old story that has been 
told many times: sell the idea and 
the merchandise will sell itself. 
The many articles that can be made 
with a good knife, and the skill that 
can be attained as a whittler, are 
both full of possibilities for win- 
dow displays. 
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Remington Dollar Pocket Knife 


Remington Arms Co., Inc., 25 Breadway, New York City, recently 
announced the Remington standard American dollar pocket knife, to be 
sold only through wholesale distributors and retailers, and not to chain 
stores or mail order houses. It is a protest against the large number 
of inferior pocket knives offered. All advertisements of the Remington 
organization, regardless of size will carry an insert reading: “Ask your 
dealer to show you the Remington standard American dollar pocket 
knife.” The knives are three blade type in one pattern, in choice of 
pen or punch blades and have the Remington trade mark and name 
etched on the large blade. 


Beall Blu Temp Shovels 


Blu Temp Shovels, manufactured by Beall Bros., Alton, Ill., have 
blue steel blade, showing heat treatment and tempering. They are 
made in solid shank type with open back and extended front socket. 
Blades and sockets are rolled in one piece of bar steel, and have no 
welds. The true blue color of the blade is obtained in the process of 
tempering and heat treating. Any standard type of dee or long handle 
can be furnished, and all dees and the tips of long handles are lacquered 
blue to match the blade. The shovels are also available with closed 
back socket. Blu Temps are shipped in cotton bags in bundles of six. 


Household Blue Streak Can Opener 


The improved Household Blue Streak can opener opens cans quickly, 
easily and safely. By a few turns of the small wood handle the top is 
off. It will open cans of any size or shape. Blade is made of specially 





treated steel.: Hardened steel bushings reduce the wear of revolving 
parts, while all other parts are sturdily built for long wear. Openers 
are packed individually in display cartons of one dozen, weighing 6/2 
Ibs. Cost to dealer is $4.00 a dozen in assorted or solid colors. Sug- 
gested retail price is 50c each. The Turner & Seymour Mfg. Co., 
Torrington, Conn., makes this opener. 


Mitchell New Style De Luxe Blade 


The Mitchell Safety Razor Blade Co., 10 West Thirty-seventh Street, 
New York City, sales agents for R. S. Mitchell, Ltd., Sheffield, Eng- 
land, offers the Mitchell New Style Super De Luxe razor blades. The 
Mitchell blade will fit the former and new Gillette type razor, as well 
as the Probak type razor. It is patented in Great Britain and applica- 
tions are pending in the U. S. Patent Office, for patents in this country. 
A considerable reduction in price has been made to both the wholesale 
distributor and the retail dealer, to effect a wider distribution. The 
entire Mitchell blade will continue to be made in Sheffield, England, 
and will not have the strip steel or blanks imported for making into 
blades in this country. It will continue to be hand honed, finished and 
tested in the Sheffield factory. 


Simplex Midget Radio 


Midget model H radio, a 
compact set with dynamic 
speaker, burl walnut cabinet 
and triple screen grid is of- 
fered by the Simplex Radio 
Co., Sandusky, Ohio. It is a 
sharp tuning instrument. Weight 
is -25 lbs. Set measures 13 
inches wide, 18 inches high 
and 7 inches deep. It operates 
on 110 volts, 50-60 cycle A.C. 
Other features are: built-in an- 
tenna, complete shielding, il- 
luminated dial television at- 
tachment and kilocycle cali- 
bration. 











No Experience Necessary 





Two Professional 
Patterns 







Narrow and Wide Plate 


You can recommend the “OSTER” GUIDE GRIP 
Clippers to your trade with confidence. 


Anyone can cut hair with the “OSTER” GUIDE GRIP— 


no experience necessary. The GUIDE GRIP’S steadiness 
and perfect balance guide the operator to a perfect hair cut. 


Show the 
“OSTER” 
GUIDE 
GRIP. 


You will 
sell more 


clippers. 


Catalog 


and prices 





iti is: 





NO HAIR PULLING WITH 
THE “OSTER” GUIDE GRIP 








John Oster Mfg. Co., Racine, Wis., U. S. A. 


on request. 














CHRADE SAFETY 
Push Button Knife 


No Breali 
agra 





Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one 


reaoe FVERLASTINGLY SHARP cana 


SCHRADE CUTLERY CO. Walden. N. Y. 


Also manufacturers of « complete line 
of Schrade regular type pocket knives. 


Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 
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WOOLWORTH 
HAS THE RIGHT IDEA 


—Low priced merchandise—right on the counter where no one can miss it . 
And that’s expres what this smart, alert Gem Counter Sales Display will 
do for you. . . It brings the merchandise face to face with the need. 


Gems sell quickly, too... 
ce a nail clippers. . Gem 
work easily with either hand. 


tly . 
= “Pont “Cellophane. 


The H. C. Cook Company, Ansonia, Conn. 


because men and women like these compact, 
and Gem, Jr., trim nails and hangnails 
Individually wrapped in 










Gem displays 


Nationally 

advertised. mean extra 
Reaching sales. 
millions of Order 

men and yours 


women 


Lk 
Vi 
| in ih i ile 






Gem, Jr. 
35 cents 











TEMPERITE 


OYSTER 


R. MURPHY’S 











All 
Patterns 

Boston KNIVES 

New York 

Seattle have the quality that makes 

Providence good with oystermen’. . 

New Haven Forged blades that never work 

Crisfield loose . Tough, wear-resist- 
ing edges. . . . Firmly set pop- 
lar handles . affording a 
perfect grip. 


Every knife backed by 80 years’ 
know how—lIt’s good business for 
you to sell them. Write for complete 
catalog. 


Robert Murphy’s Sons Co. 
AYER, MASS. 
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Planning a Hardware Store for Profit 
(Continued from page 27) 


overcome this appearance is by the use of inexpensive 
wood moldings attached to the wall in such a way as to 
form panels, as shown in Fig. 6. The panels will look 
even better if painted just a shade darker than the rest 
of the wall. 


The Finish for the Fixtures 


In deciding the best shade for the fixtures in a store 
it is best to consider this from several different angles. 
If the store is small, lighter colors will need to be used 
than if it is a large store. Light colors are also especially 
desired in a warm climate, as in the southern part of 
the United States. The height of the ceiling, the height 
of the fixtures and the general class of goods to be 
displayed will also have a bearing in selecting the best 
shade. 

Light colors will make a small store appear larger 
than if dark colors are used, and in the smaller store it 
is also usually necessary to get as much light as possible, 
and light fixtures will help here. 

In warm climates the light colors give the store an 
atmosphere of coolness which is desirable, but these 
same light colors used in-the North might make the 
store appear cold and uninviting on a cold winter day. 
In these colder climates shades of brown, such as wal- 
nut or the darker shades of oak, are more desirable. 

Every merchant should strive to make the interior of 
his store as inviting as possible, and the color scheme 
used will have a big effect on this appearance. The store 
atmosphere should be such that it will be inviting to cus- 
tomers and prospective customers. Buying is always 
easier in a cheerful, friendly store, so that time spent in 
getting the proper color scheme for a store will be repaid 
many times. 

The felt on the display panels or the paint, if paint 
is used instead, should be of such a color that it will set 
the merchandise off to best advantage. Green has been 
used quite extensively for this purpose, and if the right 
shade is used it is still the most practical. Care should 
be taken to get a good, snappy green, and one that will 
be a fast color if felt is used. On open displays paint is 
generally best, as it does not catch the dust and is easy 
to renew. 

Bright orange has been used by some stores with very 
good results, but the very brightness of it draws atten- 
tion to the color rather than the merchandise, and it does 
not give the dignity to the display that a more conserva- 
tice color would. 

In all of these details of store interior arrangement 
and color scheme much must be decided by the per- 
sonal taste of the merchant himself. But the wise mer- 
chant will confer freely with men who have had ex- 
perience along these lines in other stores before invest- 
ing his hard cash. 

Some hardware wholesalers employ men especially 
trained to help their customers with these problems and 
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most of the nationally known store fixture manufacturers 
can render valuable service to any merchant in deciding 
the arrangement and color scheme that will best suit his 
particular store and trade. 

The backgrounds in wall cases where display panels 
are not used should always be of a light shade, gray or 
ivory. The wall cases in which the better grades of mer- 
chandise are displayed should also be fitted with electric 
lights. Goods that cannot be easily seen by people com- 
ing into the store are usually hard to sell. 


Color Scheme for the Show Windows 


Here again light colors should by all means be used. 
Light gray and ivory or a real light tan. 

These colors will make the windows appear brighter 
and will more easily draw the attention of people passing. 

Many merchants overlook the automobile and street 
car occupants when they are building their display win- 
dows and the displays in them. At least one and prefer- 
ably two displays in each window should be so arranged 
and have price cards large so as to be easily read from 
the center of the street. 

Now that we have the store already for the merchan- 
dise we will discuss the actual placing of it in the next 
chapter. This will include the classification of the dif- 
ferent items on each display counter and display panel 
in such a way that every item has an opportunity to sell 
associated articles. 


Trimble 2 Slice 
Automatic Toaster. 


Trimble Mfg. Co., 1241 
Belmont Ave., Chicago, IIl., 
offers a new model two 
slice automatic _ toaster. 
Holders are on the door, 
which opens outward. Cur- 
rent is turned on.and tim- 
ing mechanism is started by 
pressing down one _ lever. 
Timing can be changed dur- 
ing toasting operation, if 
desired, as the adjustment 
is independent and is con- 
trolled by a knob in the 
base. Door may be opened, 
during toasting operation, 
for inspection, without turning off current or stopping mechanism. All 
handles are of heat proof material, permitting comfortable operation. 
Toaster is chromium plated with simply designed ebony black handles. 
Toast is kept warm by residual heat, after the automatic device has 
opened the door. Timing device is said to be trouble proof because 
of. the straight rotary action employed. List price is $15.00, with 
regular discounts to the trade. 


Shelby Hanger Bar 


A bar designed to be used as a hanger bar for clothes hangers in 
closets at home, in schoolhouses, hotels, apartments, etc., is being 
offered to the trade by The Shelby Spring Hinge Co., Shelby, Ohio. 
It is for use any place, where clothes are to be hung. This bar is of 
34 inch brass rod stock, steel lined, making it extra strong and rigid. 
It is nickel plated, giving it a durable finish. Bar is furnished in six 
popular sizes, from 18 to 48 inches, and in special lengths up to six 
feet. It is easily installed as bars are readily cut with hack saw, 
where odd lengths are required. 





















The Fastest Selling 
Scissor Brand 





Helps Dealers make more 
sales and greater profits 







Our large production enables 
us to offer low-priced and 
medium-priced, strong and 
durable Scissors and Shears 
that cut easily, meet compe- 
tition, and give good satis- 
faction. 

Cast, open-hearth and forged 
steel grades. 


Complete range of patterns 
and sizes to retail profitably 
at 10 cents to 50 cents. 


Send for Catalog No. D-118 
and Price Sheet. 


This catalog illustrates and 
describes our complete line. 


EVERSHARP SHEAR CO. 


100-800 Hicks Street 




















A Red-Hot Retailer 


No. 1284 Assortment 


Blue, black and green enamel, cocobolo and genuine 
macassar ebony handles. Stainless steel blades. 





See Your Jobber at Once 


THE ONTARIO KNIFE CO. 








Franklinville, N. Y. 
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Liberty Steam Pressure Cooker 


The Liberty steam pres- 
sure cooker is designed to 
permit its use as a water- 
less cooker, stock pot for 
boiling down ham or for a 
steam pressure cooker. A 
complete chicken dinner 
may be cooked in 35 min- 
utes over a pilot light. It 
has four patented automatic 
safety steam releasing de- 
vices. Cooker saves 2/3 of 
the fuel used in cooking 
and 2/3 of cooking time, 
according to the maker. 
Patented cover clamps are easily removed from cover, making it easy to 
clean. Clamps have knobs of black Bakelite, making them always cool 
to the touch. Cooker is of polished cast aluminum. Pressure may be 
controlled by loosening or tightening the cover clamps. Gage indicates 
the pressure that is available. This device has been found practical by 
medical men for sterilizing. It can be used to cook a complete chicken 
dinner in 15 minutes, for hotel service. Kewaskum Aluminum Co., 
Kewaskum, Wis., offers this cooker in four sizes at the following cost 
to the dealer: No. 3010, 10 at., $11.99; No. 3012, 12 qt., $13.32; No. 
3018, 18 qt., $16.65 and No. 3022, 22 qt., $19.99. Suggested retail 
selling prices are respectively: $17.98, $19.98, $24.98 and $29.98. 





Watertite Casement Hardware 


Watertite casement hardware, 
made by Watertite Casement 
Hardware Co., 4150 South Main 
Street, Los Angeles, Cal., enables 
the swinging out of both sash 
and screen, at the same time 
with a simple push on the latch 
handle. Use of this hardware 
permits hanging drapes in any 
manner desired. There are no 
cranks, gears, slots, slides, cracks 
or crevices, around sash as it is 
held in tight against jamb rab- 
bet, when latched. Illustration 
shows an inside view of a two 
sash opening, with both sash 
open, right screen closed and 
left screen open. Inside screens 
can quickly be changed to a storm sash, giving storm tight conditions, 
where used. Sash adjuster No. 10 is offered for the net retail price 
of $1.20, No. 20 screen adjuster is offered for 
$1.10, net retail price and No. 30 combination 
latch in standard finish is offered for $130, 
net retail price. Latch comes in right and left 
handed types. No. 10 and 20 are of Udylite 
finish, which is rustless. Other latch finishes 
are offered at $1.30, $1.65, $1.95 and $3.25. 
These pieces of sash hardware are offered for 
various numbers and combinations of sash, in 
all sizes. 
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Burgess Window Cards 


Burgess Battery Co., Chicago, Ill, is distributing new Burgess Snap 
Lite flashlight window cards in full color, showing the all around use of 
these little flashlights. There are three cards, the largest of which is 





The Tiffin model of the 
Magic Chef gas range is 
offered in two types, No. 
500 with right hand oven 
and No. 550 left hand 
oven. It is somewhat 
smaller than the original 
model, but will meet the 
maximum ysequirements of 
the average family as the 
oven will easily accept: the 
six piece whole meal 
aluminum cooking set, in 
which a full course dinner 
for a family of ten can be 
cooked. It is completely 
enameled inside and out, 
in an old ivory finish with verd antique marble trim. Oven and broiler 
are fully and heavily insulated. Included in the equipment are: red 
wheel oven heat regulator and top burner lighter, onyx green Bakelite 
handles and chromium fittings. Flue is 4 inches, shipping weight is 
258 Ibs, height of stove base from floor is 15% inches, oven top is 9% 
inches above cooking top and cooking top cover is 9 inches above 
cooking top, when open. Range is 4234 by 40% by 25% inches, 
baking oven is 14 by 16 by 18 inches and broiler is 72 by 16 by 18 
inches. Suggested retail selling price is $99.75 or $112.75 West of 
the Rockies. Cooking top has a new type folding cover, which is 
insulated and reinforced, and may be used for working space, when not 
in use. Only the heads of top-burners and lighter are visible, as 
burner tray is perforated to fit over them. American Stove Co., New 
York City, Philadelphia, Pa., Atlanta, Ga., Cleveland, Ohio, Chicago, 
Ill., St. Louis, Mo. and San Francisco, Calif. makes this stove. 


t 
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Hoover Dustette 


The Hoover Co., North 
Canton, Ohio, offers a small, 
light-weight, hand-type 
dusting machine, called the 
Hoover Dustette, intended 
for use in arm reach dust- 
ing, on furniture, stair 
risers, Car interiors, etc. A 
silent motor design routes ~~. : 
the air around the motor i a 2S naa ET Rai 
casing, reducing the hum to 
a fraction of that usually found in high speed motors. The gyroscopic 
effect of the motor has been reduced to a negligible minimum, largely 
eliminating wrist and arm strain, usually result- 
ing from use of hand type cleaners in over head 
and straight arm cleaning. It weighs 4% Ibs., 
has a Hoover built motor of approximately ¥% 
hp. Nozzle is 6 inches outside width, with a 
4\ inch straight brush mounted in back of rear 
nozzle lip. A 24 foot fabric covered cord and 
cord strain relief plug is part of equipment. 
Switch is rocker arm type, located in the hand 
grip. 











282 inches high, while the small ones are 19 inches high. Hands in 
the small cards are set out giving colored Snap Lites a very realistic 
appearance. Large card flexes. When ordering, the company requests 
that sets or individual cards be specified. 
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FORSTNER 


Labor Saving 


AUGER BIT 


For Every 
Carpenter’s Tool Box 


Every carpenter and woodworker has need 
for this unique bit. It sells as soon as 
shown. There is no other tool like it. 
Note sample of work. 





It combines alI these tools in one: chisel, 
gouge, scroll-saw, lathe. It differs from all 
other bits, being guided entirely by its 
circular rim, instead of by its center. That 
is why it 


Will Bore Any Arc of a Circle 


and can be easily guided in any direction, 
regardless of the grain of the wood, or the 
knots in the wood. 


And it always leaves a true, polished sur- 
face. Think what that means to your car- 
penter customers. 


Used with much satisfaction and success 
for such work as core boxes, fine and deli- 
cate patterns, veneers, screen work, scallop- 
ing, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Good 


Sold singly or in convenient sets. 
profit to Dealers. 


Send for Catalog and Discounts 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 











Digna 


NOZZLE 








Made of Heavy 
Wrought Brass 


Straight Stream 
or 


Even Spray 


No One Ever Saw a 
Rusty Sherman Nozzle 


The SHERMAN is always made of Heavy Wrought 
Brass, instead of cast brass used in inferior nozzles. 


Strong, durable, never rusts, leak-proof—a 100% Qual- 
ity Hose nozzle. 


Instantly adjustable to give a full stream or a fine spray. 
Throws more water forward than any competitive 


nozzle. Outlasts them all. 


Backed by 30 years of experience. Sold on a record of 
absolute satisfaction to every customer. 





Sell From This 
Counter Display 


Twelve nozzles are 
packed in this attractive 
Counter Display Carton. 
Count them in a few days 


—SHERMAN _ quality 
MOVES them. 


Sold Through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 
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NO SUBSTITUTE 
or ACCURACY 


The pattern maker’s eonfidence in Rus- 
sell Jennings Bits is justified by experience. 
Substitutes have no appeal to the man 
whose job demands exactness. 

This confidence in the accuracy and 
easy-boring qualities of Russell Jennings 
Bits—based on experience—is shared by 
carpenters, cabinet makers, furniture mak- 
ers and skilled amateurs. 

These bits are— 

EASY-BORING because of clean-threaded screw 
point, sharp spurs, keen lips, and perfect body 
taper. 

ACCURATE because they are sized to micro- 
metric exactness. 

DEPENDABLE because they are 
hickory before leaving the factory. 

For 75 years, Russell Jennings Bits have been 
the choice of fine craftsmen in the woodworking 


fields. Distributed thru Wholesalers 
The Russell Jennings Mfg. Co. 


Chester, Conn. 


tested in 














Uncle Sam Can Help You 
Sell More Hand Tools 


(Continued from page 31) 


inence in the display. It would also be well to fea- 
ture a second-hand box in its original condition and 
the same type of box after it has been made into an 
article of utility. 

In addition to lending added impetus to the tool 
demand, a brisker trade is also created in hinges, 
handles, locks, glass, screen wire, rope, nails, bolts, 
screws and many other items. A full page in the 
booklet explains how the finished articles may be 
painted and decorated, which will serve to make for 
better business in painting supplies. Making the sim- 
ple articles illustrated will serve to give those making 
use of the information an elementary knowledge of 
wogd construction in its various applications, which 
will stand then in good stead. For many, it will no 
doubt serve as a stepping stone to larger projects and 
will awaken their interest in handicraft. In the same 
manner the booklets will be instrumental in teaching 
boys and girls the proper use of wood. In accom- 
plishing these things, the hardware merchant is bene- 
fited to a considerable extent by the resultant demand 
for the needed tools and materials. 


Can Stage Own Contest 


Dealers can also stage their own “You Can Make 
It” contest, offering suitable prizes for the most work- 
manlike and useful articles made from discarded 
boxes, crates and waste lumber. Perhaps the aid of 
the local newspaper can be enlisted and the contest 
conducted under the joint auspices of the newspaper 
and the hardware store. Camp directors, schools, 
civic organizations, playground organizations and 
boys’ and girls’ clubs, will be interested in taking an 
active part in a contest of this kind. The merchant 
can display the completed articles entered in the con- 


| test in a window display which will encourage addi- 
| tional interest in handicraft activities. 


Through placing copies of the booklet into the 
hands of interested persons, without charge, the hard- 
ware store thus at a nominal expenditure furnishes 
the necessary incentive that will lead to increased 
business. The fall camping and hunting season is 
almost. at hand making the booklet’s topic a very 
timely subject. When arranging a display to promote 
the idea, care should be taken that its object is made 
clear to the casual observer. Some of the booklets 
should be opened to pages having interesting illustra- 
tions, while others should be shown so that the title 
page can be easily read. To make the idea even more 
graphic the article can be shown in three different 
stages of construction. The ordinary second-hand 
box in its original condition could represent the first 
stage. The second stage could show the completed 


| but unpainted article, while the third example would 


be the finished and decorated article. 
Supplies of the booklets may be obtained from the 
Superintendent of Public Documents, Washington, 
(Continued on page 82) 




















HARDWARE AGE for SEPTEMBER 4, 1930 


81 





“Definitely superior to any 


competing Fence “roves Burgess 






42 years ago, C. F. Burgess Laboratories, Inc., Madison, 
Wis., bought, on the open market, 45 different makes, 
styles and sizes of woven wire fence. These were erected 
(in 1926) for a Weather Test on the Gulf of Mexico, 
outside of Galveston, Texas—a spot where fence corrosion 
(due to damp salt air) is exceedingly severe. 


“Some of the ordinary galvanized 
wire fences have entirely disinte- 
grated; fence made of ‘Galvan- 
nealed’ wire is still in such good 
condition it will give considerably 
longer service,” writes Burgess in 
June, 1930. 

When Keystone salesmen show 
you the balance of this Burgess 
report you will be astonished at 
the indisputable evidence that 
proves RED BRAND FENCE, “Gal- 
vannealed” and Copper Bearing, 
lasts many years longer than or- 
dinary galvanized wire. 


RED BRAND 
FENCE 


“Galvannealed”—Cop- 
per Bearing 


has 2 to 3 times more zinc protec- 
tion than any other. Cross section 
photos, magnified 1,000 _ times 
re a (made by Shaw Laboratories, San 
Galvannealed fence Francisco, Calif.) prove this is so. 
after 4 years and 4 Photographs show galvanizing on 
months at the Burgess two mail order fences measured 
Weather Test. Note only 4 as thick as “Galvannealed.” 
every wire is intact. “Galvannealed” measured almost 
3 times heavier than one standard 
make galvanized fence; 244 times 
heavier than second best and more 


-y p- ngay than twice heavier than the very 





























vanized fenee atter best standard galvanized fence. 
4 years and 4 Even that isn’t all. Chemical 
months exposure to analysis of RED BRAND FENCE 


shows it to contain 20 to 30 points 
copper—more copper in the steel 
than the natural coppper found in 
ore from which old time fence was 
made, 

If there isn’t an active RED 
BRAND dealer in your town—the 
selling franchise is open to you. 
For almost the first time in the 
industry, there is going to be good 
money in fence. If you want your 
share of the _ profits — WRITE 
TODAY. 


salt air Weather 
Test. 


Galvanized fence after 4 
years and 4 months at 
the Burgess Weather 
Test. Note fence entirely 
ruined. 








Actual photo standard make Actual photo “Galvannealed” 
galvanized wire, magnified wire, magnified 1,000 times. 
1,000 times. Less than half Zinc double standard thick- 


as much zinc as “Galvan- ness; 4% times more than 
nealed.” Only .00087 of an poorest—.00178 of an inch 
inch thick. thick. 


KEYSTONE STEEL & WIRE COMPANY, 
PEORIA, ILLINOIS 


“Galvannealed” process, patented and controlled by Keystone, is 
used only on RED BRAND FENCE, 














Rugged strength and 
proven service are 
provided in the sturdy 
lines of GRIFFIN 
Garage Hardware 
Sets-used by thought- 
ful builders every- 
where. + 4 ¥ 


FFIN 





~ Manufacturing Co 


ERIE, PENNSYLVANIA 
yanch Offices_, 

ser tot tot 

Sar teaches a co. 70 Market St. 
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D. C., or from the district offices of the Department 
of Commerce in any of the principal cities. Single 
copies sell for 10 cents each. In lots of 100 the price 
is $3.50, and in lots of 1000, $35. The pamphlets have 
a blank back cover, on which the distributor may have 
his firm’s advertisement imprinted. They then must 
be mailed at regular postal rates. When the back 
cover is blank and free from advertising, a franking 
privilege can be obtained from the local postal au- 
thorities for mailing purposes. In Mobile, Ala., four 
firms interested in selling the tools and supplies re- 
quired to complete the articles described in the book- 
let, had their advertisements imprinted on the back 
cover and bore the expense involved in distributing 
1000 of the booklets equally. 


Conlon Corp. Adopts Aeroplane Travel 
for Its Division Sales Managers’ Work 


Division sales managers of the Conlon Corp., Nineteenth 
Street and Fifty-second Avenue, Chicago, IIl., maker of 
washing and ironing machines, will be equipped with aero- 
planes as soon as they are able to pilot these craft. This 
new departure in merchandising was adopted to facilitate 
the covering of the concern’s various territories more 
quickly and completely. The first step has been taken by 
equipping L. O. Cox, diwsion manager for Washington, 
Oregon and Montana, with a Kinnerly powered Waco ship. 
Mr. Cox recently secured his pilot’s license and flew out 
of Chicago on Aug. 13 with Tom Conlon, son of W. J. 
Conlon, president of the concern, as his assistant. 





The president of the Conlon Corp. recently stated: ‘““We 
have become convinced that the automobile, while suit- 
able for all sorts of work in selling, is out of date in some 
territories and eventually will be replaced by the plane.” 
He recently completed a tour of the Far West, at which 
time he decided to adopt this modern means of travel. 
Most of his district managers express preference for the 
open cockpit type plane. Most of the younger men and 
some of the older ones intend to learn to fly, availing them- 
selves of the concern’s offer of free planes. They are being 
encouraged to do away withthe necessity of hiring pilots 
and chartering planes. 

W. J. Conlon is here shown bidding good-bye to his son 
and Mr. Cox on their initial trip. 











STRONG 
LIGHT 
SAFE 





= \ BABSON \: 


TRADE Ane. 


“AIR DRIED FULL STRENGTH IN 






LADDERS 





=——» Write for Our Latest 





All Hardware on Babcock Spruce 








Ladders on and After Sept. 1st Will 


Booklet and Prices 














Be Cadmium  (Rustless) 





Plated Udylite Process. 











The Victor Decorator 
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General 
Purpose 


Extension Trestle Painter’s Trestle 


BATH, N. Y. 
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Vecvall Shade 


DIETZ 


LANTERNS 


HORTENING Fall Days 

will ‘bring increased de- 
mand at your counters for Dietz Lan- 
terns. . 


No doubt’your stock of Dietz Lanterns 
is low at present and this is a reminder 
to look over your stock without delay, so 
that you may order in a supply of popular 
styles to make your line complete—all 
ready for Fall trade. 


Give your order to your Jobber today! 


R. E. DIETZ COMPANY 


NEW YORK 


Largest Makers of Lanterns in the World—founded 1840 
Output Distributed Through the Jobbing Trade Only 








2OYears’ Experience 
produces a line of 
Quality Low-Priced 


Mowers 





Here’s a dependable leader—to meet 
low-priced competition. No longer need 
you have a prospective customer walk 
out with the remark, “I know where I 
can buy it cheaper.” Sturdy, well-con- 
structed, dependable—the new Blair 
line is the result of 50 years’ experi- 
ence in producing quality mowers. 


Every mower in the new line will bear 
the Blair label—the mark of a quality 
machine. Every mower will be backed 
by the Blair guarantee, will carry the 
exclusive Drawcut principle. 


Include this line in your 1931 require- 
ments and remember that it will help 
your sale of the Blair high-grade lines— 
Hercules, Pilgrim, Automatic, Universal 
—lawn mowers that have been known 
over 50 years for quality. 


Write today for complete details and 
prices. 


BLAIR MANUFACTURING COMPANY 
Est. 1879 
Springfield, Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 
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' LANTERNS 
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Burns low cost distillate or fuel ofl (5 to 10 
hours on one galion, depending upon amount 
of heat required). Average fuel cost, Ic. an 
hour. One extra gallon of milk yield a day 
will not only pay cost of operation, but will 











actually pay for the equipment in a_ single 
season; (milk valued at 10c. per qt.). 


Big Profits in Selling 
to Farmers 


Our Extensive Advertising Will 
Bring Customers to Your Store 


There is a tremendous demand for National Oil-Burning 
Tank Heaters among farmers and stockmen everywhere. 
The National Heater is fast taking the place of the or- 
dinary wood and coal burning Heater. It is less trouble, 
eliminates all danger of fire from sparks, and really is 
economical in operation. 

The National Oil-Burning Tank Heater operates on 
cheap fuel oil or distillate; which it burns with a clean, 
smokeless flame, turning every gallon into maximum 
heat units. For a few cents daily, every farmer can have 
abundance of warm, drinkable water for his live stock 
in winter. 

The perfection of the National Oil-Burning Tank Heater 
is the result of more than fifteen years of actual experi- 
ence in the making and selling of Oil Heaters. There 
are no delicate parts to burn out, nothing to clog or get 
out of order. National Heaters are made to give real 
service, and are covered by our guarantee to every user. 
The National Heater is advertised forcefully and regu- 
larly in leading farm papers with national circulation; 
also by radio from several of the most prominent stations 
of the Midd'e West. 

Here is a money-saver for the farmer, and a money- 
maker for the dealer. A big profit on each sale, and 
every Heater sold in a community leads to additional 
sales. Get in touch with your regular jobber, or write 
us direct for circular and full details. A sample on 
display in your store will lead to many sales. 


Manufactured by 


C. W. BUSBY & COMPANY 


Box No. 30 
Washington, Iowa 














Gasoline Speed Queen Washer 


The Speed Queen 
washer is now offered, 
with the Johnson Motor 
Co. gasoline Ultimotor, 
by Barlow & Seelig Mfg. 
Co., Ripon, Wis. It is 
built to retail for the 
suggested retail sale 
price of $119.50, east 
of the Rockies. The 
Ultimotor is rated at 4 
hp., has a speed of 1750 
r.p.m. and is a 2 cycle, 
2 cylinder air cooled 
motor, weighing 37 Ib. 
Barlow & Seelig are con- 
tinuing the manufacture 
of the model 100G, with 
Briggs G Stratton four 
cycle gasoline engine. 
This model may be con- 
verted into an electri- 
cally operated washer by 
use of an electric motor. 
The new model is started 
by a conveniently oper- 
ated foot starter. Motor 
may be easily removed 
for use on other ma- 


chines or appliances. 
Exhaust cable muffles the exhaust and carries burnt gases outside. Ap- 


proximate discount to dealer is 33 1/3 per cent. 








Starrett Master Precision Level 


Master precision level No. 199, provides an accuracy of ten seconds 
for the erecting and testing of machinery and for other leveling work, 
requiring a high degree of precision. The L. S. Starrett Co., Athol, 
Mass., makes this level, with castings that are thoroughly seasoned 
before they are machined and scraped so that no warping can occur. 
Special alloy iron is employed to obtain freedom from thermal effects. 





A top plate of non-conductive material is provided. Main level vial, 
ground and tested to 10 seconds accuracy, is graduated so that oper- 
ator can read and readily calculate exact variation from level. Each 
division indicates an inclination of Y2 thousandth (0.0005) of an inch 
per foot. In addition to the main vial, it has an auxiliary vial, showing 
the position laterally as an aid in securing a true horizontal. Level vials 
are set in such a way as to prevent practically all possibility of break- 
age. Adjustments are arranged to prevent tampering. Suggested retail 
selling price is $50.00, including a nicely finished substantial hard 
wood case. Usual Starrett discounts to dealers are allowed. 


Almo Fibre Measure 


Almo Trading & Importing Co., Inc., 
61 East Eleventh Street, New York City, 
is offering a fibre measure of 1 qt. ca- 
pacity. This indurated fibre measure is 
sealed and its capacity is guaranteed as 
absolutely correct. It is non-absorbent, 
will not discolor the liquids and is highly 
sanitary, as it is easily’ cleaned. Measure 
is used mainly for measuring vinegar, 
acids, chemicals and colors. Cost is 
$18.00, less 30/5% in less than 3 dozen 
lots and 30/15% in 3 dozen lots or over. 
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IfAN SCREWS 3 5 


SMALL Things Mak 
BIG Ones Possible 


N every big construction job there are 
thousands of “little items” which, by doing 
their work well, make the big jobs possible. 
Important among these “little items” are 
American Screws—they are seldom in sight 
but always “hanging on”. Their sharp gimlet 
points and true running threads make them 
easier to drive and surer to stay in place. 
The easiest way to sell American Screws 

is to put a carton of Handy Packs on your 
counter or display table. Each carton contains 
sixty small packages (six each of the ten most 
useful sizes). Ask your jobber for a carton. 


WOOD TIRE STOVE MACHINE 
SCREWS BOLTS BOLTS SCREWS 


AMERICAN SCREW CO 


PROVIDENCE,R.I..U.S.A. 


WESTERN DEPOT, 225 WEST RANDOLPH SE,CHICAGO. LL. 











Put lt Together With Screws 








Pat’d and Pats. 
Pending — 


Get a “Hallowell” for your Shipping room— 
handle, wrap and pack Hardware on that one- 
piece Steel Top that never cracks, never 
splinters, but on the contrary, gets smoother 
and more serviceable with age. 

And the “Hallowell,” finished in rich glossy 
Olive Green, besides brightening up the 
whole place because it looks so well, is rigid, 
rugged and inexpensive. 


1368 standard sizes and combinations of 
“HALLOWELL” Steel Benches and Tables 


are carried in stock—therefore no waiting. 


WE MANUFACTURE: 





“HALLOWELL” STEEL WORK-BENCHES 
*HALLOWELL” STEEL WORK-TABLES 


“HALLOWELL” STEEL WORK-BENCHES, 
SEMI-PORTABLE 


“HALLOWELL” STEEL-WOOD WORK-BENCHES 
“HALLOWELL” STEEL-WOOD WORK-TABLES 
“HALLOWELL” STEEL BENCH-DRAWERS 
“HALLOWELL” STEEL CHAIRS AND STOOLS 
“HALLOWELL” STEEL SHOP-FURNITURE 
“HALLOWELL” STEEL FLOOR-TRUCKS 


“HALLOWELL” STEEL LIFT-TRUCK 
PLATFORMS 


“UNBRAKO” HOLLOW SET SCREWS 
“UNBRAKO” SOCKET HEAD CAP SCREWS 
“UNBRAKO” STRIPPER BOLTS 
*UNBRAKO” PIPE PLUGS 

POWER TRANSMISSION APPLIANCES 











Take Your Pick Please—Then Write Us 








BRANCHES 
NEW YORK 


JENKINTOWN, PENNA. 
BOX 535 


SAN FRANCISCO 
ST.Lovuis 


DETROIT 








“Hallowell” TABLE OF STEEL 





STANDARD PRESSED STEEL CO|'@ 
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ROPE 
SALESMEN WANTED 








TRADE MARK 


100% PURE MANILA LONG FIBRE 
“MANILA MADE MANILA ROPE” 


15c. Ib. Basis 


Hardware Stores know the trade mark, repeatedly 
receive samples and are mailed monthly quotation 


folders. 
UNITED FIBRE CO. 
82 South Street, New York 


WSSSSSSSSSSSSSSSSSSSSSSSSsSsSsssssssssys 


Sao 
sre Lire. 


5% Commission 


ERRAAAAN ANA N HHH HHH HHH IH HHI HHI IM HI I To MTN NTN MN MTOM HT MMMM, 
SON SSSSSSSSSSSSESSSSSS USS UU UUUUESSSSSSESSASTTOAS 








MATTKY RELL 


Hardware merchants have increased their tool busi- 
ness many fold by identifying themselves with the 
Marshalltown line of Trowels. A steady stream of 
prosperous craftsmen will buy their tools at your 
store if you stock this line. Your wholesaler can 
supply you. Write for latest catalog. 


MARSHALLTOWN TROWEL CO. 


Marshalltown, Iowa 


/___— 





Hot of the Nail Ke 


Little yarns that others have laughed over 

As a contem- 

porary puts it: “Some of them have been 
copied, the rest will be.” 


culled from various sources. 








Willie was being measured 
for his first made-to-order suit 
of clothes. 

“Do you want the shoulders 
padded, my little man?” asked 
the tailor. 

“Naw,” said Willie signifi- 
cantly, “pad de pants.” 





There’s practically nothing 
left for Admiral Byrd to hunt 
for now, unless he drops a 
collar-button. 





Pat: “That was a foine sen- 
timent Casey got off at the 
banquet last night.” 

Mike: “What was it?” 

Pat: “He said that the 
sweetest mimries in loife are the 
ricollections of things forgotten.” 





Bridegroom (in poetic frenzy, 
as they stroll along the shore) : 
“Roll on, thou deep and dark 
blue ocean, roll!” 

Bride: “Oh, Gerald, how 
wonderful you are. It’s doing 
a 





Arthur, taking part in a 
geography examination, should 
be awarded a prize for his 
definition of horizon, which is 
as follows: “The horizon is 
where the sky and water meet— 
only they don’t.” 





A Bostonian was showing a 
visiting Briton around: “This 
is Bunker Hill Monument— 
where Warren fell, you know.” 
The visitor surveyed the lofty 
shaft thoughtfully, and then 
said, “Nasty fall! Killed him, 
of course?” 





Husband (feeling a twinge in 
the back while he is tuning in 
the wireless receiver). “I be- 
lieve I’m getting lumbago.” 

Wife: “What’s the use, 
dear? You won't be able to 
understand a word they say.” 





“But how could you tell, my 


darling, 
That I never proposed be- 
fore?” 
“Because you are still un- 
married !” 


Isn’t that a girl to adore? 


If you are puzzled as to the 
meaning of “relativity,” better 
turn this problem over to Pro- 
fessor Einstein’s secretary, who 
became so burdened with in- 
quiries as to the meaning of 
“relativity” that the professor 
decided to help her out. He told 
her to answer these inquiries as 
follows: “When you sit with 
a nice girl for two hours, you 
think it’s only a minute, but 
when you sit on a hot stove for 
a minute you think it’s two 
hours. That’s relativity.” 





Daughter: He says he thinks 
I’m the nicest girl in town. 
Shall I ask him to call? 

Mother: No, dear, let him 
keep on thinking so. 





A small restaurant was kept 
by a man who prided himself 
on his cooking. He was amazed 
to hear a young salesman criti- 
cize a pie one day. 

“Pie, young feller? Why, I 
made pies before you were 
born.” 


“Well, why sell ’em now?” 





“Ah, my dear young lady!” 
exclaimed the attendant at the 
awesome entrance of a silken- 
hung room, “You wish to con- 
sult Madame Maharajah, the 
great mystic of the Orient?” 

“Yep,” replied the caller. 
“Tell her that her kid sister’s 
here and ma wants she should 
get a couple pounds of liver- 
wurst on her way home.” 





Edna: “How did you get the 
mark on the cheek, Helen?” 

Helen: “The boss had his pen 
behind his ear when he said 
‘Good Morning’ to me!” 





“How old are you?” inquired 
the visitor of his host’s little 
son. 

“That is a difficult question,” 
answered the young man, re- 
moving his spectacles and wip- 
ing them reflectively. “The 
latest personal survey available 
shows my psychological age to 
be 12, my moral age 4, my 
anatomical age 7, and my phys- 
iological age 6. I suppose, how- 
ever, that you refer to my 
chronological age, which is 8. 
That is so old-fashioned that I 
seldom think of it any more.” 
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The Original 
“Horseshoe Magnet” Hammers. 
Steel forgings and strong 
permanent magnets. 


Special shapes and 
No better mag- as = 


sizes for 
net hammer on Bill-Posters, 
Sign-Men, 
the market. Window-Dressers, 
: : Upholsterers, 
Will give long Decorators, 


Paper-Hangers, 

Casket Trimmers, 

Crate and Box 
Makers and other 
trades. 


THE HAMMER 
HOLDS THE TACK 


and satisfactory 
service in home, 


store, or shop. 














Send for Literature and Prices. 
Name and design trade marks registered U. S. Pat. Off. 
Silver Medal, Panama-Pacific Exposition 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 





FAIRBANKS 


No. 739 Family Barrow 





An Outstanding Seller 


The No. 739 is a wheelbarrow that answers a 
great many purposes and has proved a steady 
seller with many General Hardware Stores. 


It’s light, easy to wheel and dump, and very 
strong for a small barrow. 


Send for Complete Catalog and Prices. 








The FAIRBANKS Company 
NEW YORK PITTSBURGH 


Factory: Rome, Ga. 


BOSTON 


Distribution Everywhere 

















Clear cut 
sharp .. . 


Atlas Tacks and small nails—inexpen- 
sive in price — but priceless at a time 
of necessity. 


You should keep fully stocked with 
Atlas Tacks and small nails... they 
are a necessary item in the homes of 
your customers. The service which 
Atlas Tacks and small nails give, adds 
lasting patrons to your trade and per- 
manent friends for you. 


ATLAS TACK 
CORPORATION 
VAN 


Fairhaven, Mass. . St. Louis, Mo. 





© OO] 


Sales points © = 
that Sell & 


There are no mysteries about 
the superior features of 
ARMSTRONG BROS. Better 
Pipe Tools (the pipe tools 
marked with the Arm-and- 
Hammer Trade Mark), no 
high-sounding names of un- 
known origin. The selling 
points of ARMSTRONG 
BROS. tools are evident fea- 
tures of yearned that can be easily peipted out, readily under- 
ly demonstrated. Each is an improved tool de- 
signed after care- 
ful tests of other 
types and makes. 









stood and quickl: 
ARMSTRONG BROS. Solid Pipe Dies 
1 “Backed-off” Chas- 
* ers—clearance from 
cutting points. 
2 Solid support be- 
* hind cutters. 
3 Correct cutting 
* angle. 
4 yoo chip clear- 
* ance. 
Each die tested for correct 
hardness on Rockwell Test- 
ing Machine. Chasers are 
A a Vanadium Tool 
ee 


that, because they 
are quickly under- 
Mirren. uses stood, sell these 
“LG tools. 

Dealers Helps: 
Counter and stock 
displays, catalogs 
and direct mail ma- 
terials furnished. 

Nationally Advertised 





Write for Catalog P-10 describing the 
most complete line of pipe tools made. 
ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People.” 

314 N. Francisco Av., Chicago, U.S.A. 








ARMSTRONG BROS. 
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POM 
TONGS 


Something 
NEW 


for Homes, 
Hotels, 
Cafeterias, 
Hospitals 

and all 

Public Service. 


Retail Prices 
6 in. 50c each 
9 in. 75c each 
12 in. $1.00 each 
Set of 3—$2.00 














. 
Indispensable for 

TURNING—Bacon, Toast, Wicners, Fried and Broiled Meat. 
LIFTING—Corn, Doughnuts, Boiled Eggs and Vegetables. 

REACHING—lIn oven for Baked Potatoes, Apples, Meat, Bread and Biscuits. 
PROTECTING—Hands and Arms from Heat and Cold. 

Made from cold rolled steel; finished in bright chromium plate. 

Sizes 6, 9 and 12 inches. Gripping edge serrated, giving wonderful grip 
without tearing or puncturing food or articles turned or lifte 


Not Sold to Chain Stores or Mail Order Houses 


POM, 904 Society for Savings Building 


CLEVELAND, OHIO 
52 Gramercy Park North, N. Y. City 
Distributed by Geo. W. Worthington Co., Cleveland, Ohio 
See our Advertisement in their new Fall and Christmas catalog 














BOLTS 
NUTS 


CREWS 


A COMPLETE AND DEPENDABLE LINE 
AT THE RIGHT PRICES 
EXCEPTIONALLY PROMPT SERVICE 


76 YEARS ARE RE BACK OF EVERY PIECE PRODUCED 


Lark BrosHort 








Studebaker Ave., Milldale, Conn. 











Hot Off the Nail Keg 


(Continued from page 86) 


“Do you know Lincoln's Get- 
tysburg address ?” 

“No, I didn’t even know he 
lived there.” 





All women can read man’s 
thoughts. The difference is that 
some smile and some blush. 





Mrs. Smith: “It is whispered 
that you and your husband are 
not getting on.” 

Mrs. Jones: “Nonsense. We 
did have some words and I shot 
him, but that’s as far as it ever 
went.” = 





The drunk halted in front of 
an enormous stuffed tarpon in 
a glass case. He stared at it 
for a minute or two in silence. 
Then he said: 

“The fella who caught—hic 


” 


—that fish is a—hic—liar! 





Patient: “Well, doc, if I got 
to die, I die content. My life 
insurance is ten thousand dol- 
lars.” 

Doc: “I think, with the aid of 


stimulants, I can keep you alive 
a week longer.” 

Patient: “Don’t do it, doctor, 
my policy will lapse next week.” 





In one of the Government’s 
Western reservations the lead- 
ing Indian Chief had taken a 
tourist under his personal guid- 
ance and was showing him 


around. 
“There’s Standing Bull over 
there,” he said. 


“What a funny name!” gur- 
gled the traveler. 

“And Laughing Waters.” 

“T'll die!” 

“And Loping Wolf.” 

“Ho, ho! Stop! You're kill- 
ing me!” 

“And this is my wife. Sally, 
I want you to meet Mr. . 
Mr... 

“VY anisheffski.” 





Son: “Pop, I got a lickin’ in 
school today, and it’s your 
fault.” 

Pop: “How’s that son?” 

Son: “Remember when I 


asked you how much a million 
dollars was?” 
Pop: “Yes, I remember.” 
Son: “Well ‘helluva lot’ isn’t 
the right answer.” 





Don: “That girl at the next 
table is trying to flirt with me.” 

John: “What did she do— 
give you the eye?” 

Don: “No; crossed her legs 
at me.” 


were about to sail, 


your ‘pardon. 





In the days prior to 1860 the 
whaler was in his prime. Whal- 
ing vessels were equipped for 
long voyages, often being away 
from their home port five, 
seven, eight and even ten years. 

A story is told of an old 
whaling skipper all ready to 
leave on a voyage. Just as they 
his mate 
tapped him on the shoulder and 
said, “Sorry, Captain, but your 
wife is crying her eyes out on 
the dock.” 

“What’s 
her ?” 

“She says you didn’t kiss her 
goodbye.” 

“Well,” says the captain, “I 
am only going to be away for 


"7 


two years! 


the matter with 


“What is your religion?” the 
recruit was asked. 
Promptly and smartly came 
the answer, “Militia, sir.” 
“No, no, I said, ‘religion’.” 
“Oh, ‘religion,’ sir. I beg 
I’m a plumber.” 


If there is no such thing as 
telepathy, how does the long- 
distance operator know just 
when you are in the bathtub? 





A gentleman of color was de- 
tected taking a bath in the water 
tank on a Mississippi river boat. 
Seeing him the captain shouted: 
“Get out of there! Do you 
want to give us scarlet fever or 
some other disease?” 

“Tt am aw-right, boss! Don’ 
git ’xcited!” replied the negro. 
“Dey hain’t no danger, cause 
Ah ain’t usin’ no soap.” 





Little Mary went to the coun- 
try on a visit to her grand- 
mother. Walking in the gar- 
den she chanced to spy a pea- 
cock, a bird she had never seen. 
She ran to the house and cried 
out, “Oh, grandma, come out 
and see. There’s an old chicken 
in bloom.” 





“What kind of dress did 
Betty wear at the party last 
night ?” 

“I don’t remember; 
it was checked.” 

“Say, what kind of a party 
was that?” 


I think 





Grandpa (awakening from 
gland operation): “Oh, dear 
me, I just know I’m going to 
be late for school today.” * 











HARDWARE AGE for SEPTEMBER 4, 1930 89 














50 years on a DOOR 


good for 50 years more 











Notabene 


The solid bronze Bommer Spring Hinges swinging the 
big front doors of the old Bank of Manhattan at 40 Wall 
St., New York, since 1880 were still in excellent condi- 
tion when that building was demolished in 1929 to be 
replaced by the new Bank of Manhattan skyscraper of 
73 stories which is also equipped with Bommer Spring 
Hinges—truly an astounding record. 


These Historic Hinges can be seen at our factory 


TRADE /BOMMER, MARK 


Millions and Millions of People 
are Pushing Bommer Spring Hinges 
when opening doors 


Factory at Brooklyn, N. Y. 











Doultry Supplies 














Original Large Capacity Feeder 


—MOE’S LINE— 


A high grade, complete line of Poultry Equipment. 
Everything for Chicks and Chickens—Feeders, 
Fountains, Brooders, Incubators, etc. All made 
right and sell easily. Thousands of Hardware mer- 
chants are handling “Moe’s Line” with profit and 
satisfaction. 


Write for Catalog and Prices. 


HoEFT & COMPANY 


2305 Davis St. 











And Now a 
Fibre Measure 


We have just added another new 
item to the Almo Line of In- 
durated Fibre Ware—A FIBRE 
MEASURE. 


This measure is sealed and its 
capacity of one quart guaranteed 
absolutely correct. It is also 





1 Qt. Measure 


CLEAN and SANITARY 


The Bureau of Weights and 
Measures in New York City has 
subjected this Fibre Measure to 
the most rigid tests and pro- 
nounced it “O.K. in every way.” 
Its surfaces are as smooth as 
tile. Both this measure and its 
companion, the fibre funnel, are 
easily cleaned with hot or cold water. 
Now is the time to sell BOTH for 
handling and measuring vinegar and 
other fruit acids. Your order will be 
given prompt attention. 






5 Sizes 
Funnels 


Write for catalog 


Almo Trading & Importing 
Co., Ine. 


61 East 11th St. New York 








SIGNS ARE 
ESSENTIAL! 


USINESS conditions, 
increased competition 
and removal from the 
buying line of thousands 
through unemployment, 
emphasize as never before 
the necessity for this 
powerfu!] selling force. 
Good signs and show cards 
will speed up slow moving 
merchandise, and good 
professional looking signs 
are instantly at your 
command with 


showcarder 


Most of our customers tell us that SHOWCARDER 
pays for itself in a single week. After that, their 
sign expense is practically nothing. Anyone can use 
SHOWCARDER without 
practice or experience. 
Clip the coupon for 

full information. 





SHOWCARDER, INC., 


2332 University Avenue, 
St. Paul, Minn. 


‘ Please send me FREE — complete infor- 


Showcarder, 
lec formation regarding SHOWCARDER. 
2332 Univer- NARI 2... ccccccrccccvcccccccccdcceessccoccce 
sity Ave, 
Saint Paul, EE, cc ck b adds awdsesrldu ene hateieeseetaeeb eee 
Minn. City a eae ae 

















HARDWARE AGE for-SEPTEMBER 4, 1930 





ALD AI OEE 


Stock 
and Profit 2th 


POULTRY NETTING 
Galvanized Before and Galvanized c/fter 


c ; finish 


Products 


et 


GALVANIZED STEEL WiRE CLOTH 
IncAll Grades 


€ Look for the tag, carrying our name, at the end of every roll! 


= The Gilbert & Bennett Mfg. Co. 


Established 1818—Americe’s Oldest Woven Wire Vectory 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


Ramess Chr 


Hew York Cy Georgetown Cone Thies 











Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 

For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 


modern hardware stock. 

Then, the Hardware Retailers on pages 80 to 353 who are 

rated |, 2, or 3 represent the livewire dealers doing 75% 

to 80% of the retail hardware trade of the U. S. 
CONTENTS OF VERIFIED LIST 

Wholesale Hardware Houses in U. S., Canada and Foreign. 

Retail Hardware Stores in U. S., Canada and Foreign. 

Chain Hardware Stores in United States and Canada. 

5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 

Department Stores carrying hardware and housefurnishings. 

Manufacturers’ Agents in U. S., Canada and Foreign. 

Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 4 

Mail Order Houses handling hardware and housefurnishings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 
Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every manu- 
facturer’s sales manager should have one on his desk, and 
every salesman could profitably carry a copy in his grip. 
Since the previous issue was published there have been 
more than 10,000 additions and corrections, and these all 
appear in the Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N: Y. 








Coming Conventions 


THIRD ANNUAL CONVENTION OF THE AMERICAN 
ASSOCIATION OF Master Locxsmitus, Hotel Pennsyl- 
vania, New York City, Nov. 12, 1930. Walter S. Orrell, 
secretary, 206 Pearl St., New York City. 

AMERICAN HarDWARE MANUFACTURERS ASSOCIA- 
TION CONVENTION, Marborough-Blenheim Hetel, At- 
fantic City, N. J., Oct. 20, 21, 22, 23, 1930. Charles F. 
Rockwell, secretary-treasurer, 342 Madison Ave., New 
York City. 

ILttino1is Retaitr HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Hotel Sherman, Chicago, Feb. 
10, 11, 12, 1931. Paul M. Mulliken, Managing Direc- 
tor, 14-16 North Spring St., Elgin. R. Y. Wallace, 
Director of Exhibits, Elgin. 

KenTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND Exuisit, Brown Hotel, Louisville, 
Ky., Jan. 20, 21, 22, 23, 1931. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville, Ky. 

MINNESOTA RetatL HarpWARE ASSOCIATION CON- 
VENTION, Feb. 17, 18, 19, 20, 1931; Municipal Audi- 
torium, Minneapolis. Charles H. Casey, manager-treas- 
urer, 2344 Nicollet Ave., Minneapolis. 

Missour! Retait HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1931. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MonTANA IMPLEMENT AND HARDWARE ASSOCIATION 
ConvENTION, Great Falls, Mont., Feb. 12, 13, 14, 1931. 
A. C. Talmage, secretary-treasurer, Bozeman, Mont. 

Nationa Etectric Licgut AssociaTION CONVENTION 
AND Exuisition, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NaTIONAL HarDWARE ASSOCIATION CONVENTION, 
Marlborough-Blenheim Hotel, Atlantic City, N. J., Oct. 
20, 21, 22, 23, 1930. George A. Fernley, secretary- 
treasurer, 505 Arch St., Philadelphia, Pa. 

New ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, Ex- 
hibition at Mechanics Building. George A. Fiel, secre- 
tary, 80 Federal St., Boston, Mass. 

New York State Retatt HARDWARE ASSOCIATION 
CONVENTION AND ExposiTIon, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley sec- 
retary, 510 Hills Building Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

Onto HaArpWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1931. 
Headquarters, Hotel Cleveland. Exhibition in Public 











1 ae oe (Continued on page 92): - ou 
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STAR with STARS 





Star Heel Star Heel 
Plates Are Plates Are 
Starring Heavier and 
with All Larger Than 
Jobbers Other 
That Are Brands. 
Stocking 
Them. Star Heel 
Plates Are 
Star Heel the Pioneer 
Plates Have Brand. 
Increased 
Their Write Today 
Turnover FY for Samples 
and Profits and Prices. 


8 Sizes 
Nos. 00 to 6 
Above illustrations ex- 
actly one-half size 


STAR HEEL PLATE CO. 


357-391 Wilson Avenue Newark, N. J. 








Improved Model 


+ PERFECTION 
» NUT CRACKER 


with controlled 
sliding jaw 


Table 
Model 
Send 
for 
Circular 





Bowl Model 


Sold 
Exclusively by 


Malleable Iron 
Fittings Co. 
Hand 


Branford, Conn. Model 





















They Satisfy 
Every Customer 


“Cleveland” Grind- 
stones have satisfied 
customers for 85 
years. Noted for their 
exceptional GRIT and 
CUTTING qualities. 


The Sterling shown 
has a stone of Genu- 
ine Berea Grit which 
we alone manufac- 
ture. 


Like all 


“Cleveland” Grindstones 


it is built just right for grinding the general run 
of edge tools. 

The sturdy frame can be set up in a jiffy simply by 
tightening one bolt. Wheel is 19 to 22 inches in 
diameter, 1% inches to 2% inches thick. Shipped 
knocked down and crated. A steady seller. Many 
other models. 

Send for Complete Catalog and Prices. 


The Cleveland Quarries Co. <NEL 4, 
Cleveland, Ohio Ou ty, 
L. Best Co., Inc. ‘) 





28 West Broadway, New York 
New York Agency 
Lombard & Co., Inc., Boston, Mass. 
New England Agency 














Two Customers 
For One! 


How often have you wished you 
could double your customer list? 
How often have you computed the 
possibilities offered by a double 
volume on the same old overhead? 


The progressive merchant operat- 
ing on this Heller system is ac- 
complishing just this, and at the 
same time increasing the amount 
of the sale per customer. 


Thousands of merchants testify 
to the gains that the Heller sys- 
tem has shown. Its results are 
definite, profitable, quick. If, for 
any reason, our system of mer- 
chandising cannot increase your 
volume we will tell you frankly. 
So there is no risk in investigating. 


HELLER 


Business Building Store equipment 


W. C. HELLER & CO. 


700 Bryant St., Montpelier, Ohio 


Sign in the margin, New York Office: 
tear out this ad and 20 Vesey Street, 
mail today. Suite 500 
9A 
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Small Space Displays 


Our Style “G” Display shows 48 10c 
Window Front Packets of 2 Sizes of 


Moore Push-Pins 





Our Style “W” Display Shows 

48 10c Blocks of 3 Sizes of 
Decorative Moore Push- Pins 
Order From Your Jobber 


MOORE PUSH-PIN CO. 
Wayne Junction Philadelphia 














Wickwire Brothers 


Hex. Poultry Netting 


Every roll made of Open Hearth Steel 
which resists rust much longer than 
Bessemer. 

The complete product is made in our own 
plant—we control every operation. Our 
method and quality of galvanizing gives 
added protection, as well as a good finish. 
All standard sizes. 


Your Jobber Will Supply You. 


Si ens 


















30 per cent 
= longer service 
ge —retails at 
< only 13 per Zz 
centmore.Ray- 
O-Vac Extra 
Heavy - Duty 
Radio“B” Bat- 


Factory: Madison, Wis. 
Sales Office: 

20 N. Wacker Drive 

tees eae Chicago 


eey 




















Hardware Age, 2,.22°5 


Stop in 


We will be glad to help you 
with your sales problems. 


239 W. 39th Se. 











Coming Conventions Continued From 
Preceding Page 
Auditorium Annex. James B. Carson, secretary, 708 
Mutual Home Building, Dayton. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INc., CONVENTION AND EXHIBITION, 
Commercial Museum, Philadelphia, Feb. 10, 11, 12, 13, 
1931. W. Glenn Pearce, secretary-treasurer, 610 West- 
ley Building, Philadelphia. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, 
Ga., May 12, 13 and 14, 1931. Walter Harlan, secre- 
tary-treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SoutH Dakota Retatt HarpWARE ASSOCIATION 
ConvENTION, New Auditorium, Rapid City, Feb. 3, 4, 
5, 1931. Headquarters, Alex Johnson Hotel. Charles 
H. Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 


Lufkin Two Way Red 
End Rule Display 


For the recently an- 
nounced Two Way Red End 
rule, The Lufkin Rule Co., 
Saginaw, Mich., has a spe- 
cial display box, suitable for 
counter, showcase or win- 
dow- use. Outwardly the 
package is the same as be- 
fore, but over laying the 
rules in each box is a card- 
board display panel, for 
placing erect in the rear of 
the box. It shows the rule 
in actual colors. Each box 
contains six No. 966 rules, the 6 foot size. The panel has a space for 
inserting the price. 

Addison-Leslie Rug Sta 

Rug Sta is a patented 
liquid rubber product, 
used aS a _ precaution 
against slipping rugs, 
now offered by the Ad- 
dison-Leslie Co., Can- 
ton, Mass. !t keeps rugs 
flat on the floor, forms 
a flexible coating, repels 
moths and lengthens rug 
life, according to its 
makers. This product 
may be applied by brush 
or spray and will dry in 
one hour. Any types of 
sprayer except copper or 
brass=may be used as 
they affect Rug Sta. A 
tin sprayer is ideal. Rug 
Sta will keep out damp- 
ness, mildew, dry rot, 
etc., one pint being suf- 
ficient to cover 36 
square feet. A special 
introductory assortment 
is offered of 8 quarter 
pints, retail value, $5.20, 
6 half pints, retail value, 
$6.00 and 2 pints, retail 
value $3.00 or a total re- 
tail value of $14.20, for 
$9.47 to the dealer, to- 
gether with | counter display card, 2 rug swatches, for slip test and 100 
consumer booklets, illustrated. Regular dealer discount is 33 1/3 per 
cent. Retail values are as follows. 1 dozen % pt. cans in display 
carton, $7.80 per dozen; 2 pt. cans in cartons of 1 dozen, $12.00 per 
dozen; ¥2 dozen | pt. cans in display carton, $18.00 per dozen and 
Y> dozen | qt. cans in shipping carton, $30.00 per dozen. 
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THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND SPECIALTIES 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 
370 ATLANTIC AVE., BOSTON, 


—- - ~ = @& 








# 


MASS. 
































““Here’s The Rule You Need”’ 


ORDER NOW 


for 


WINTER BUSINESS! 











THE 
“ALWAYS 
RELIABLE” 








No. 83 Quart 
84 Pint 
Gasoline 
Covered by Patents 


No. 79 1 Quart 
No. 80 1 Pint 


— No. 


Gasoline-Kerosene 
Covered by Patents 




















The big months in the torch business are near at hand, 
and from all indications this year’s sales will be greater 
than other years. 

During the winter, there is always an unlimited call for 
torches and those dealers who miss the first sale are 
more than likely to miss the following sales. 


The FARRAND RAPID RULE 


The Original Rigid—Flexible—Concave Rule 





The most remarkable practical invention in years. 

It is modernizing old methods of taking meas- 

urements. FARRAND rules are still giving efh- 

cient service after three years of constant use. 

One sale makes another. Now produced in three 

models, listing at $5.00, $3.75 and $3.00. 
DISTRIBUTED THROUGH WHOLESALERS 

Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 


Now is the time to put in your order with your jobber 
for “ALWAYS RELIABLE” torches. They are prepared 
to handle orders for immediate shipment or for ship- 
ment at a later date. 
Order through your jobber or mail us your order with 
your jobber’s name, 

















OTTO BERNZ CO., INC. 


Newark New Jersey 
Stocks in 


Chicago, IM. 
4139 West Kinzie St. 


New York City 
26 West Broadway 


San Francisco, Calif. 
41 Spear St. 














Why SILVER LAKE SASH CORD Lasts Longer 


Made of 100% long staple cotton. It is tightly braided and pre-stretched. 
Has no false core to disintegrate or rot away. Diameters are uniform 
and a special finish makes for better flexing over window pulleys. 
And, with all the ag Xs it costs but a few cents more 


per window. =.-—~ 


... Write for details. 


SILVER LAKE COMPANY 


Newtonville, Massachusetts 


Silver Lake 


OOK FOR THE NAME 
STAMPED ON EVERY 
Ol O) fa @) cm G1 @) 7D) 
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Sells Quickly 


Pleases Customers 


Stock this fine lawn 
accessory at once. Your 
customers will buy 
them this Fall. 


Dealers Prices 18 
inch size, $8 dozen, 
Retail $1.00 each; 
24 inch size, $11.50 
dozen, Retail $1.50 
each. 





Manufactured by 


eee WU EASTERN 
Sas S AANA v Tool & Mfg. Co.. 


Bloomfield, N. J. 
















Makes soder 

self-fluxing, adheres 

readily to the surface, 

and assures secure electri- 

cal and mechanical joints. 
Never corrodes work. 


Sizes: 2 oz., 4 oz., % lb. and 5 Ib. tins. 
Also 2 oz. tubes and in bulk sizes. Ap- 
proved by National Board of Under- 
writers. Keep stocked. Sold through 
Jobbers. Full sized can FREE. 


L. B. Allen Co., Inc. 


6732 Bryn Mawr Ave., Chicago, IIl. 

























carry anice profit 


NO ii 


ll 
Write for Catalogs and Prices 
The Stewart Jron Works Company, Inc. 
625 Stewart Block, Cincinnati, 0. 





EVERYTHING 
in IRON, WIRE 
and poms | 
























it Ww 
> COPPER LIGHTNING RODS 
& Co., 206 Fulton St.,New York ° 














HARDWARE 
GE 


“The Hardware Dealers’ Magazine” 
Published Every Thursday 
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PAGE LAWN FENCE 


Made in two fabrics—Page Perfection and Page Economy 
—a fence suitable for every need. 

Page Perfection Fence comes in heights 36, 42 and 48 inch. 
Page Economy Fence in heights 36, 42, 48, 60, 72 and 
84 inch. 

All Page Fence is backed by Page’s 47 years’ 
reputation — makers of America’s first wire 


fence. PAGE STEEL and WIRE CO. 
230 Park Avenue 


COMPANY 


New York City, N. Y. 





(Cuamt Conary tes 
Fenee Department bo Nowr Se 
District Offices: Chicago, New York, Pitts- 
urgh, San Francisco. An Associate Company 
of the American, Chain Company, Incorporated In Canada: Dominion 


Chain Company, Limited, Niagara Falls, Ontario. 


PAGE Lawn FENCE 





Give them PHENIX QUALITY 


In Storm Sash and 
Screen Hangers and Fasteners 


Phenix Storm Sash Hangers and 
Fasteners are simplest, handiest, eas- 
iest applied, most 
efficient —that’s 
why they sell best. 
New improvements 
put them in a class 
of their own. 
Write to-day for 
Catalog showing 
full Phenix line. 
Samples free. 








Sold by all leading 
jobbers. 





os 
No. 115 Fastener 


PHENIX MFG. CO., 032 Center St., Milwaukee, Wis. 























COLORED 
METAL KBY 
SIGN 
Actual Size 
32 In. Long 








FRE 


The sign of the 
master locksmith 
who cuts keys with 
the Segal Rectify- 
ing Cutter. 


Segal Lock & Hardware Co. 
12 Warren St., New York City 


vet ~ 
lo i Prices 
Jimmy. Letet and 
—— Padlocks — 
Reid request 













WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, IIl.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company, Limited, 620 Cathcart St., Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 














Seone Splitting 
Wedges and Shims 


Complete Catalog of 
Granite Cutting Tools 
and Supplies on request. 


Trow & Holden Co. 


Barre, Vermont 





<S- Positively weans by 
wae discouraging the cow. 
Calves eat and drink 
freely. No sore nose 
or discomforts. 
WILL NOT 
COME OFF 
Spurs and arch over 
nose are stamped from 
one piece galvanized 
steel. Chain is also 
one piece and the en- 
tire assembly is ad- 
justable. 

ONLY ONE SIZE 
TO STOCK 
Adjusts to any size 
ealf, hence only one 
size to carry in stock. 
Packed six in a car- 
ton weighing 5% Ibe. 
ig seller at 50c. 


SIMONSEN IRON WORKS 


Sioux Rapids - - Iowa 






So-Boss Calf Weaner 





See Your Jobbers or write 
Us Direct Giving Your 
Jobber’s Name . Ab 




















44 Years 


Making 
America’s 
Finest 
Tools 


480 Good Tools 


Hammers—carpenters’, 
engineers’, machinists’, 
ball pein, tinners’, etc. 
Anvil Tools, Tongs, 
Horseshoers’ Hammers, 
Nippers, Pincers, Hoof 
parers, etc. 

Cold Chisels. 


Champion DeArment 
Tool Co, 
Meadville, Penna. 











QUALITY-BUILT 
STEEL PULLEYS 


TACKLE or AWNING PUL- 
LEYS IN A VARIETY OF 
SIZES — GALVANIZED 
FINISH 


FEDERAL. 


Superior in every way to cast 
iron pulleys. Sold at equal 
or lower prices. 
See your jobber or write direct 
for prices and information. 
Jobber’s inquiries invited. 
Hart & Cooley Mfg. Co 
Successors to Federal Mfg. Co. 


61 W. Kinzie Street, Chicago 
Factory—Holland, Michigan 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 





BUILDERS’ Hardware Salesman, 35 years of age and competent to 
take entire charge of department, desires position. Thoroughly experienced 
and capable of specification and schedule work from blue prints. Also 
good knowledge of general hardware. Salary not as important as oppor- 
tunity for advancement. Will go anywhere. Address Box I-936, care of 
Harpware AcE, New York City. 





BUILDERS’ Hardware Contract Man—Competent detailer and plan 
man, experienced making up Architect’s allowances and scheduling hard- 
ware from plans and specifications. At present manager of Contract 
Department. Seeks new connection. Location secondary to possibilities. 
Address Box I-935, care of HarpwareE AGE, New York City. 





SALESMAN, age 35, married, desires position with reputable manu- 
facturer who would appreciate a live-wire and aggressive man to repre- 
sent their wares in New York State. am thoroughly acquainted with 
house furnishing buyers and all hardware dealers. I can furnish A-1 
reference and desire position of responsibility wherein I can prove my 
ability. Address Box 1-934, care of HArpwarE AGE, New York City. 





HARDWARE MAN, 34 years of age, married, well versed in both 
buying and selling end of the business, executive ability, employed at 
present time. References available, desires position as Sales anager or 
factory representative. Address Box 1-932, care of HarpwareE AcE, New 
York City. 





HARDWARE MAN with ten years’ experience in Retail and Whole- 
sale hardware business and plumbing supplies is desirous of associating 
in managerial capacity with established retaler or jobber in Metropolitan 
New York, Long Island or New Jersey. Married. References furnished. 
For full details write Box I-820, care of HarpwarE AcE, New York City. 





SALES REPRESENTATIVES WANTED 


Set Solid, Minimum of ae Limes. ...--s0- 
1-Inch Box Display. . 


Four Consecutive Sinaiebiions 10 Per Cent Discount 








Sales Representatives 


The largest and best known importer of low priced 
hardware and tools seeks high grade representa- 
tives with good retail and jobbing connections in 
the vicinity of the following hardware centers: 


Boston Minneapolis New Orleans 
Pittsburgh Seattle St. Louis 
Detroit Portland Milwaukee 
Cleveland San Francisco Dallas 
Indianapolis Los Angeles Houston 
Cincinnati Buffalo Savannah 


The Line is well introduced and should easily net a 
good worker $200 to $400 monthly commissions as a side 
line——as one of our men is earning over $5000 yearly. 
Write fully regarding past and present employment con- 
nections and references. Address Box I-933, care of Hard- 
ware Age, New York City. 




















RETAIL Hardware Man 15 years’ experience Shelf and Builders’ nf 
Hardware, tools and paints, desires a permanent connection in or near =) 
New York City. References. Address Box I-926, care of HARDWARE AGE, 

New York City. . 

THOROUGHLY experienced Builders’ Hardware man, desires to repre- Sales Representatives Wanted 
sent a manufacturer, also capable of taking charge of Builders’ Hardware 
Department of retail store. Address Box 1-912, care of HARDWARE AGE, An experienced Salesman to sell Nationally known 
New York City. builders’ line.. Bricklayers, Carpenters and Plasterers’ 

tools. Commission basis. Give references and state ex- 
BUSINESS Cero TUNES periences. Address Box I-921, Care of Hardware Age, 
Set Solid, Minimum of Five Lines.......... er Pro VEE Ee $3.00 New York City. 
1-Inch Box Display.......... eo ccccccccccccccccccs esdecoes 5.00 =! 


Four Consecutive Insertions, 10 Per Cent Discount 





THIRTY-TWO years established hardware business for sale. Owner 
able and ready to retire spending 32 years in this one place and business. 
Declining years force retirement. No knock down bargain but a rare and 
clean deal direct from owner. ‘Located in Norfolk, Va. Address Box 
1-937, care of H'arpware Ace, New York City. 





FOR SALE—Retail hardware business to close estate, commuting town 
in northern New Jersey 20 miles from New York City. Sacrifice $13,000 
= tos quick buyer. Address Box I-918, care of Harpware AGE, New 

ork City. 





OWNER will exchange San Diego, California or Oregon income prop- 
erty for.hardware store in one of Western States. ill assume. Ad- 
dress Box 1-915, care of Harpware AcE, New York City. 





SALES REPRESENTATIVES WANTED 


Set Selid, Minimum of Five Limes.......cccccsccscvessccess 
FO a no SS 6h AE Sed eb ESR 0 sRER EK D4 cK ROT OD 


Four Consecutive Insertions, 10 Per Cent Discount 











MANUFACTURER of Kitchen Cutlery, established many years, wants 


whole or part time salesman for iddle West territory. Must have 
acquaintance with Jobbers, Large City Retailers and Premium users. 
Give all information necessary to sell yourself in first letter. All replies 


will be held in strict confidence. Address Box 1-908, care of HarpDwars 


Ace, New York City. 





WANTED—SALESMEN to call on House Furnishing Hardware and 
Department Store Trade to carry established line of Bathroom Fixtures 
and Accessories in the Eastern, Middle Western and Southern States as 
a side ine. Address Box 1-920, care of Harpware Acz, New York City. 





ROPE SALESMEN WANTED—100 per cent pure Manila rope 15c. 
lb. basis. Fast selling side line, five per cent commiss on. NITED 
FIBRE COMPANY, 82 South Street, New York City. See our advertise- 
ment on page 86. 





SALES ACCOUNTS WANTED 


Set Solid, Minimum ef Five Lines........ $0 sb eeCS ee ess ence ss $3. 
l1-Inch Box Display...... eeecccccccce eoccccccce eoececcccce 8. 


Four Consecutive Insertions, 10 Per Cent Sense, 





a 


DO YOU WANT A GOOD LINE? 


One of the oldest and best established roller skate manufacturers 
has certain territories open for recognized manufacturers’ representa- 
tives. The line is priced right for your profit and also for the 
profit of your Dealers. The product is one of quality and first 
sales invariably lead to a fine volume of repeat orders. Those inter- 
ested will please address Freeze-Vogel-Leopold, Inc., 33 No. 
Michigan Avenue, Chicago. 





oe 
SO 











~ 


COMMISSION LINE WANTED 


Experienced salesman wants a quality line of item for Illinois retail 
hardware trade on commission. Have sold this trade for 14 years 
and have very close acquaintance with over 1500 dealers in towns, 
large and small. I cover entire state hig s m ear except Cook 
County. Must be a dependable quality product that repeats and 
will build into volume. Box 235, Peoria, Illinois. 

















SELLING ORGANIZATION WITH ESTABLISHED REPUTATI 

in the Hardware Industry to represent us with a line of Builders’ 
Hardware Specialties to the Jobber, Dealer and Kindred Distributors. 
We are established m coast to coast but need contact men on a 
commission basis. You will be backed by a thorough advertising 
campaign which must have your diligent cooperation. Details as to 
your territory and present connections must be in your reply. Have you 
warehousing facilities? Organizations with limited territory who are 
able to concentrate. preferred. Your reply will be held in etrict con- 
fidence. Address Bor 1-913, care of Harpware Ace. New York City. 














HARDWARE and Sporting Goods Salesman—Thirty-seven, fifteen years’ 
experience in East, New York State and Middle West, inside and outside; 
all around and allied line. Open September ist. A-1 references. Speaks 
French and English fluently. Address Box I-938, care of HARDWARE AGeE, 
New York City. 





TRAVELLED State of Texas several years selling the General and 
Builders’ Hardware Trade. Want meritorious line. Salary or Commission 
basis. Address Box I-923, care of Harpware Ace, New York City. 
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INDEX TO ADVERTISERS 























THE ADVEKTISEKS LNDEX is published as a a and not as @ pact of the advertising contract. Every care will be taken to index correctly. 













































No allowance will be made for errors or failure to insert. 
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Aine EEE. C8...» « ESE Ae <2 20 Dietz Co eR .. longest OR 83 Lamson & Sessions Co 2 ene, Wrens Sate “Go We oceee aa 
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Wood 
crews 


Rivets 
Roofing Nails 
Scratch Brush Wire 


THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 


Which Hod Would You 
Rather Carry? 


If you had to haul mortar for a living, you cer- 
tainly wouldn’t want to carry a hod that dripped 
water all over your shoulder. 

You would choose a Never Drip Steel Hod with 
its one-piece ends. You would go whistling on your 
way while the other fellow eulked. 

There are lots of hod carriers in your town who 
are bearing the discomforts of carrying leaky hods 
simply because they have not been shown the 
sensible and better kind. 

This open field of profit is yours for the 
asking. Write us at once for details. 


The Cleveland Wire Spring Co. 
Cleveland Ohio 

















Keep D19 DOMES of 
SILENCE Display Cabinet 
on your counter working 
for you. 


DOMES¢? SILENCE} It pays good dividends on 
————— the small space it oc 


®S cupies. 








Contents costs 


d = : 

\ ~ 

is <= dealers $3.00. 
y Sells for 


§ ‘ - 
4, t, - nce $4.80. 
a, : 
* <-> Gross sets 
DOMES 7 SHENCY/ = cost $9.00. 
nn fees. Sell for 


DOMES of SILENCE 


If your Jobber > 
eannot supply 
you—write 

us direct. 


We also make all 
grades of Sliding 
Casters, Pin 
Slides, Felt Slides, 
Radio Felt, Feet, 
Insulated Slides, 
etc. 


DOMES of SILENCE, Inc. 
21 Pearl St., New York City 





OUR PACKAGE 








In the Fall of 
1928 we = an- 
nounced “some- 
thing new” in 
Poultry Netting 
and since that time 
Superior Brand 
has been identified 
by the now well 
known trade mark, 
rooster in colors. 


This effective iden- 
tification of the 
product has te- 
sulted in greatly 
increased _ repeat 


orders. 


G. F. Wright Steel 


& Wire Co. 
Worcester, Mass. 














HARDWARE AGE for SEPTEMBER 4, 1930 





Would you like to receive acopy? Write 
to The American Weekly, 959 Eighth 
Ave., at 57th Street, New York City. 
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Which brand of goods 
would you sell? 


UPPOSE you had to choose between 

stocking one of two competitive brands 

of goods—A and B, which yield the same 
percentage of profit. 

You know that brand A is to be adver- 
tised in The American Weekly, while brand 
B is to be advertised in any other magazine 
you wish to name. 

Which brand would you select to sell? 

Before deciding, consider these significant 
facts. With its nearly 6,000,000 circulation, 


The American Weekly carries the advertis- 
ing messages to the largest number of possi- 
ble purchasers. It reaches one out of every 
four families throughout the entire nation, 
or twice as many families as are reached by 
any other magazine. 

It stands to reason that when you stock 
and display any brand of goods advertised in 
The American Weekly, your sales and profits 
should be greater—twice greater—than if 
advertised in any other magazine. 





What is the American Weekly? 


The American Weekly is the magazine distributed through seventeen great Sunday newspapers 
from seventeen principal American cities. It concentrates and dominates in 536 of America’s 
812 towns and cities of 10,000 population and over. 

IN EACH OF 185 CITIES IT REACHES ONE OUT OF EVERY TWO FAMILIES 

In 132 more CITIES, IT REACHES 40 To 50% 

IN AN ADDITIONAL 102 ciTIEs, IT REACHES 30 To 40% 

IN ANOTHER 117 CITIES, IT REACHES 20 To 30% 
—but that’s not all. Nearly 2,000,000 additional families in thousands of other communities reg- 
ularly buy The American Weekly—making the unprecedented national total of nearly 6,000,000 


families who read The American Weekly. 





Ss , Sas 
‘ Worker 


aries of Modera Socis!__No, 6-The Social Service 
Cartoons by Henry’ Clive 
ot 


‘ashionab e Working Girl é 


ses p 

















HARDWARE AGE for SxePTEMBER 4, 1930 



























Shot Guns 
Rifles 
Small Aris 
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Our Fall 
Sporting Goods Stock 
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As. Rifles y | 
Ammunition’ 2% * Hunting Clothing 
Gun Sundries: 
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King Nitro 


(REGISTERED) 





Single and Double Guns 


No. KN 
42-16-20-410 
Gauge 


F 


“7 






‘coys 







No. 65 

No. C65 

12-16-20-410 
Gauge 








ESTABLISHED 1843 
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‘Gun Cases 





Ask Our Salesman 
To Show You 
Our Complete Line 
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